








FEBRUARY 13, 1930 






Published Every Thursday 
‘The Hardware Dealers’ Magazine 





the Imfroved_ 
Ri D JID 


IRONING TABLE 






It can’t be pictured—yet it is 
the most vital refinement ever 
made in an ironing table! 
The new RID-JID has a top 
that is water-proof, damp- 
proof, warp-proof. One that 
is washable, will not absorb 
moisture, or spread at the 
joints. Ask your jobber about 
Clark’s complete line of qual- 
ity woodenware and ladders. 
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HE demand for CLAY 

Driers grows! 1930 will 

see sales take another up- 
ward bound. Nation-wide desire 
for more beautiful home sur- 
roundings—means that thousands of homes are throw- 
ing out unsightly clothes poles and replacing them 
with CLAY Portable Driers. Magazines, newspapers 
and the radio are all behind the home beautifying cam- 
paign and Clay Dealers with the best-known line of 
Driers—with the line that has been continually 
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, TIMES HAVE 
CHANGED 


No longer is the back 
yard a jungle of clothes 
poles—props and sagging 
lines. The changing 
times have brought the 
new yard — with its 
charming shrubs and 
flowers—with its vel- 
vety lawn. CLAY 
Clothes Driers are a 
definite part of the new 
yard. 





Sunshine nationally advertised in the best 
Driers 


women’s magazines for years— 
are cashing in on this huge de- 
mand. Easier sales than ever in 
1930. And good money in the 
CLAY line, too. Best of all, is the matchless quality of 
CLAY Driers. 135 feet of the best line—all castings 
are malleable—galvanized and varnished to resist rust. 
Braces are of angle iron, arms are of selected straight 
grain Norway Pine. For profits—customer acceptance— 
service and satisfaction—stock Clay Driers this year. 


Department HA-230 


Clay Equipment Corporation 
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Cedar Falls, Iowa 


Leading Jobbers everywhere 
sell CLAY Driers — Ask 


yours or write us. 
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DEALERS GET A BIGGER 
SHARE OF THE BUSINESS BECAUSE 


more 


AMES DM 
SHOVELS Vf # 


are used 
than any 


other kind 


The complete “All 
Star” Ames Line in- 
cludes the genuine 
O: Ames Four Star, 
the Ames 3 Star and 
the Ames 2 Star shov- 
els, spades andscoops. 
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AMES SHOVEL "AND TOOL COMPANY 
NORTH EASTON - MASSACHUSETTS - - - - - ANDERSON - INDIANA 
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HORTON 


the Most Complete 
and lroners Ever 


penmeertin a profit opportunity never before approached in the field of home 
laundry equipment, Horton in 1930 offers a range of models to suit every need; 
ne and colors for varying tastes; ee for every purse ... with the standards 
of beauty and dependability established by the famous Horton Perfect 36. 

An important addition is made to the Perfect 36 line... the No. 3683... 
Every Horton tub is porcelain enamel, inside and out. Five new ironer models 
are supplied in addition to the famous Horton Automatic. 

Dealers should write immediately for complete information and prices. 


HORTON MANUFACTURING COMPANY, Fort Wayne, Indiana. 



























* . : 
—— 8 thas 


The Horton Do-Ali Ironer is presented in five 
new models which, with the Horton Auio- 
matic, meet every sales opportunity in this 
great potential market. The Do-All is electri- 
cally driven and electrically heated, has stand- 


ard 26-inch roll with full open end. The Do-All Table Model. The porcelain- ~ The Do-All Laundry model is conveniently 
Shown above is the handy Do-All Portable topped cabinet is easily removable and the mounted on a sturdy table at the correct 
Model. ironer ready fo instant use. height for comfortable use. 











The Do-All Rotary Attachment Ironer is 
quickly attached to the wringer shaft of the 
Horton Washer. 





: The famous Horton Automatic Ironer, with 


handsome cabinet in walnut finish, is a fine i. : Be full 36-inch roll, open end, has proved its 
piece of furniture for any room in the home. aig dependability and sales value. 


The Do-All Console Model, (right), with its 
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The Horton Perfect 36 Washer, elec- The Perfect 36 is shown here, A handsome addition to the Perfect 
tric, with white porcelain tub, inside powered by a Briggs and Stratton 36 line, the 3683, with |porcelain tub 
and out, famed for beauty and de- gasoline engine. available in in ModernIvory, available in electric, 
pendability. power pulley type. gas engine and power pulley types. 


The HORTON-BUILT 
EMERALD 


A beautiful, dependable and 
popularly priced washer. Sub- 
merged agitator type; porce- 
lain tub, inside and out, in rich 
olive green; Lovell pressure 
cleanser with semi-soft rubber 
rolls. Available in electric 
model or with gasoline engine, 
the powerful Johnson Utili- 
motor, built by the famous 
makers of outboard motors. 


TON Fee 


A GOOD NAME FOR 5292 YEARS 
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‘The first low-priced watch 
compensated for temperature 
¢This New TIP-TOP Jr. by New Havene 


s 
jute 


‘ 


ONLY 


ORMERLY when a 


ca 









50 


high-priced watches could 





with radium dial, $5 
customer went to buy a 

watch like this, he had to 

go to another store and pay 


PENSATED FOR TEMPERATURE 
No time-variation from weather changes 


Chromium-plated metal 
boast of. But that’s only 
the beginning of Tip-Top 
Jr.’s value. Though re- 





a much higher price. It 
was a sale that you did not make. But now, amaz- 
ingly, qualities have been built into this watch that 
before could be found only in high-priced watches. 
It is the new TIP-TOP JR., younger brother of 
the famous Tip-Top that has sold to the tune of 
millions. Tip-Top Jr. is compensated for tempera- 
ture. This means that neither cold nor heat can 
affect its time-keeping accuracy. This is but one 
of the remarkable features that previously only 


bracelet, 50c extra 
tailing at only $4.50, it 


has a full chromium-plated, dust-proof case, raised 
numerals, silver dial, diamond-cut escape wheel, 
and small, smart case. A wrist-watch with the 9 all- 
star features. Display it and it brings you new 
business you never had before. 


Write for Plan C giving all the interesting details 
of Tip-Top Watches so ideally saleable, on price 
and quality, by hardware stores. 


and now other Tip-Top Watches are being compensated for temperature 


THE NEW HAVEN CLOCK CO., NEW HAVEN, CONN. 


Makers of good clocks and watches for more than five generations 
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A TAN DARDIZE 


s(ationally Advertise 

ee Vationall fgverrsed 

Cut Down rte 
Increase Sales./ 


LERT dealers, in ever-increasing numbers, 
stock and sell U. S. Poultry Ferice exclu- 
sively....because it is the only netting that 
meets every demand of their trade. . . .because it 
enables them to reduc¢e inventories. .. .speeds up 
turnover. ...increases sales and profits. . . .dis- 
courages price competition. 


U. S. Poultry Fence is the ONLY nationally adver- 
tised _—. netting on the market... .the only net- 
ting the consumer knows and asks for by name. Ad- 
vertisements in leading farm and poultry publications, 
with circulation totaling millions, are now urging pros- 
pects to buy this modern netting from their dealer. 











P PAIR 





















Let us urge you to take advantage of the constantly 
growing demand for U. S. Poultry Fence! Standardize 
on this fast-selling netting-—-then watch profits grow! 


U. S. Poultry Fence is sold only through the regular 
wholesale and retail trade. If not familiar with this 
modern netting, write for miniature sample roll. 


Indiana Steel & Wire Company 


Muncie, - - Indiana 
Manufacturers also of 


IMPERIAL 


Farm Fence 
Poultry Fence 
Lawn Fence 
Steel Posts 
Gates 

Flower Border 
Trellis 
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It can cook a whole meal 
around one burner. Note 
space on big cooking top. 






















pee | : 
Its smooth, flat to 
easily. Smallest pots will not tip 
or spill. Very easy to keep clean. 
































Heat from one burner keeps the 
whole meal steaming hot between 
courses, or while waiting to be served. 


NO other range offers features more at- 
tractive to the modern housewife’s ideas 
of cooking. No other gas range has 4 
definite heat. zones... -spots, busy- 
boiling, simmering and warming zones 
...no.other a broad solid top with every 
square inch actual cooking surface. New 
approved comfortable working height. 

All these are added to the standard im- 
provements; evenly heated oven with heat 
regulation and time chart, automatic self-light- 
ing burners, scores of other special Smoothtop 
improvements! Insulated oven optional. 








SS eee 
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No Competition 


. . . The 1930 Smoothtop Gas Range is the only gas range of its kind on the 
market . . . a new, fast-growing market in itself. 


Longer Profit 


. . . Smoothtop is the outstanding gas range specialty—and carries a specialty 
profit. You make more money on every Smoothtop sold. 


National Advertising 


... A great national magazine advertising campaign will carry Smoothtop’s 
slogan “Captures the flavor ... frees the cook” to millions of women. This 
slogan has a real sales-making meaning to housewives right in your town. 


Complete Sales Cooperation 


. .. When you take on Smoothtop, your salesmen will receive special 
free training in the most up-to-date retail and house-to-house salesman- 
ship. You get local newspaper advertising helps, floor displays, window 
displays, and cooking schools. This complete sales training program 
will rapidly turn Smoothtop profits into your cash drawer. 


Exclusive Territory 


... Once you’re carrying Smoothtop, you become the only 
Smoothtop dealer in your territory. Act while territory is open. 


Write for complete merchandising set-up 


. . . to Standard Gas Equipment Corporation . . . 18 East 4ist 
Street, New York City. Makers of ... Smoothtop .. . Oriole... of sles tenders bitchen 
Vulcan . . . the standard domestic and heavy-duty gas ranges J dnd_every cooking need 


wherever gas is used. 
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CULTIVATING A 
FOR Pittsburgh 


Wish c=) i | 


it 











AGRICULTURAL croneet 
MARKET iam 












FIELD, POULTRY 
and LAWN FENCE 























Pittsburgh Fence advertising in the farm papers is culti- 
vating a vast market for field, poultry and lawn fence. It 
is making the farmer ‘“‘fence conscious,” and influencing 


him to build modern steel fences in place of the old snake, 1 a 
Nelitnsann/, 
Ais 
3 


= 


stump, hedge, rail and barbed wire fences. More than that, 
Pittsburgh Fence advertising is extending the market for 
fence by pointing out to the farmer the profit-making ad- 


vantages of better field arrangements with proper fencing 





for crop and livestock rotation . .. the modern way. 


= === = Pillsburgh 
Pittsburgh Dallas 


San Francisco 
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DOUBLE MARKET 
Fence DEALERS 





DANO TNO = 











URBAN ’ 
MARKET | 


LAWN and 
POULTRY FENCE 
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Lawn fences are staging a big come-back in city and 





suburb. With the increase in population and the growing 
popularity of home gardens and beautiful lawns, lawn 
fences are becoming more and more a necessity. Heavy 
street traffic, too, with its dangers to small children and 
the necessity of a protective enclosure, is adding to this 
big market for lawn fence. Pittsburgh Lawn Fence ad- 


vertising is cultivating this fast growing city and sub- 





urban market for Pittsburgh Fence Dealers. 


New York Bie Steel Co.) = Detroit 
Chicago Memphis 
e hie e S Pittsburgh Dallas 
San Francisco 
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THESE FAMOUS PRODUCTS 





The KC505% 


AEN ERICA GOES Sig 
FOR HARDWARE 


America—Expects to Find 


KEEN KUTTER 


‘epee: = ( There is no substitute for this 
well known Fine Quality Brand 


‘Make It Easy To Buy”’ 








The KHWD I6 


















ith 
FOR THE HOUSEHOLDER—FOR THE FARMER wining, 
—acompleteline of the finest quality yard,garden and KUTTER 





field equipment under one nationally known brand 


KEEN KUTTER 


SIMMONS HARDWARE COMPANY 


Serving The Nation 


“The Recollection of Quality remains long after the price is forgotten”’ 
E. C. SIMMONS 
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RIGHT FOR 1930 - AS IT WAS FOR 1929 


AND SUPPORTED BY A GREATER ADVER- 
TISING CAMPAIGN THAN EVER BEFORE 


Vollrath led the way in 1929 by developing smart, harmonizing colors 
that set entirely new standards for the industry. Using color sanely and 
in good taste, Vollrath then set the style for enameled ware in color 
in 1930. 

Now Vollrath is the accepted standard and is helping direct the 
trend in the decoration of the modern kitchen. And the greatest adver- 
tising campaign ever undertaken by Vollrath is going to make that 
known to women throughout the country. 

Vollrath is newest in style, old- 
est in reputation. Vollrath is right in color. Right in quality. Right in price, 
to the dealer and to the consumer. And, in addition, the only nationally 
advertised enameled ware. Therefore, easiest and most satisfactory 
to sell. 

If you do not already stock this famous ware, write now for sug- 
gested initial stock and full details. 


VOLLRATH WARE IN COLOR 


THE VOLLRATH COMPANY - ESTABLISHED 1874 - SHEBOYGAN, WISCONSIN 
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NEW TOOLS 


your trade should know about 


Every mechanic is interested in tools that will simplify his work. Brown & Sharpe 
offers you in these new tools six “business getters” for your trade. Every one of 
them is designed to do some particular job easier and quicker than it has been 


done before. 






an inch. 


easy way. 





Drill Point Gauge and Depth Gauge No. 617 


Two tools in one. Checks angles of drill points 
and determines whether the point is central. 
May be used as depth gauge. 

One of the handiest tools where drilling is to 
be done. 

Furnished with 6” rule and 6” rod for small 
oles. 

Range 0 to 5”. 











_—— 


Depth Gauge Attachment 
No. 468 
For use with combination square or set 
for measuring depths. Especially useful for 
measuring the depth of wide recesses. 
Range 0 to 4%”. Furnished with 6” blade 
and 6” rod for small holes. 


deinkaaind 














No. 468 attached to Brown & 
Sharpe Combination Square. 


Micrometer Caliper No. 24RS 
Range 0 to 1” by ten-thousandths of 


Measures ten-thousandths of an inch in a new, 
An entirely new principle is used or slot. Head is locked by turn of knurled 


which will appeal to.every skilled mechanic. screw in handle and then measured wit 











Telescoping Gauges No. 590 


Range 1/2” to 6” 
A tool designed to determine inside measure- 
ments quickly and accurately. 
Telescoping head expands to full size of hole 


micrometer. Furnished with 5 interchange- 
able heads. 


Graduated Rod Depth Gauge No. 614 


Measures small holes as well as large ones. 
Reading is made from graduations on the body 
of the gauge. 


Range 0 to 3”. 













Wire Gauge Selectors Nos. 698-A and 698-B 


Especially useful for gauging a large number of similar wires 

quickly and easily. Set Selector arm for size desired—slot is 

then definitely separated from the others. 

No. 698-A-—for use on Brown & Sharpe Wire Gauges No. 688 
(5 to 36), and No. 690 (6 to 36) 

No. 698-B—for use on Wire Gauges No. 688 (0 to 36), No. 690 
(1 to 36), No. 692 and No. 694. 


You will find that these tools meet with immediate favor with skilled mechanics. 


Send for descriptive circulars. 


Brown & Sharpe Mfg. Co., Providence, R. I. 


rown & Sharpe Tools 


“WORLD’S STANDARD OF ACCURACY” 


+ 
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SHEAR BEAUTY 


cn 


STAINLESS 
STEEL 


Shears for the medicine 
chest, the kitchen cabinet 
or the sewing table... 
Shears that will not rust, tarnish or corrode 
.». Shears of exceptionally fine cutting qual- 
ities... There is an ever growing market for 
them... Why not take advantage of it? 





Stainless Steel is not plated . . . That bril- 
liant lustre is one of the exclusive“ Stainless” 
features ... Another exclusive “Stainless”’ 
feature is the fact that the “lustre” lasts as 
long as the shears last. 


Stainless Steel is many times tougher than 
ordinary steel. That is why “Stainless” 
scissors and shears have such wonderful 
durability and retain their remarkable 
cutting edge so long in service. You will 
find that all “Stainless ”’ 
Hardware wins instant 
customer acceptance. ~ » 


Genuine Stainless Steel is manufactured only under the patents of 
AMERICAN STAINLESS STEEL 
COMPANY 
Commonwealth Building, Pittsburgh, Pa. 


~ STAINLESS 








e 























Razor blades and Cutlery (table, 
kitchen and pocket) .. . Scissors 
. - - Hammers ... Squares... 
Rules... Tapes... Golf Clubs 
- - - Builders Hardware .. . Kit 
Tools ... Screws... Nails... 
Skates .. . Bolts and Nuts are 


made better when they’re made 
of ‘*Stainless.”’ 
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American Steel & Wire Company 


NATIONAL ADVERTISING 
Makes All Roads Lead to Your Store 
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ZINC INSUL 


71 «/ 












Zits insulated Fences 

Steel Fence Posts 
American Steel Gates 

Protector Poultry Fence 





~A 


Union Lock Poultry 


Fence : } 
Banner Poultry Fences {> 4] h Ye yo. 
Poultry Netting nf al: ah, 
Nails Staples 4 ~ ° — 
Barbed Wire as 7 ve ee 


Wire of all kinds 
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NESCO 
RAINBOW 

JAPANNED § 
WARE 





No. 1 Drop Door Bread Box 


The beauty, value and convenience of 
this bread box make it the accepted 
standard. It keeps bread fresh. Gloss 
finish in six rainbow hues. Gold de- 
calcomania lettering. Artistic stripes. 
Ventilator holes. Paneled door frame. 

urable charcoal tin plate throughout. 
Concealed hinges. Handy shelf, A 
seller if there ever was one! 








HOUSEWIVES 


THE CHARM OF NESCO RAINBOW 
WARE SETS THE VOGUE EVERYWHERE 


OR the designs are more modern and beautiful, the 
colors more appealing and smart, the finish more 
glossy-and rich. Every item is as harmonious with today’s 
gay kitchens as the blending hues of a rainbow. 
What ware! What lifetime service, ideal convenience, and 
perfect utility! To see Nesco Rainbow Japanned Ware is 
to want it. To display it is to sell it—for the prices are at- 
tractive, too! Write us for literature in full colors. Ask 
your jobber’s salesman for information and prices. 





No. 145 Pantry Sets 


Alluring rainbow colors — ivory, green, 
blue, red, white, grey. Japanned finish 
that retains its beautiful gloss. Gold 
letter decalcomania. Easy opening, 
tight closing hinged cover with hasp. 
Durable charcoal tin plate throughout, 
the recognized high grade material for 
quality merchandise. Value so —_ 
ent as to keep these sets moving fast. 


NATIONAL ENAMELING 
& STAMPING CO, INC 
13 Twelfth St. Milwaukee, Wis. 


Factories and Branches: 
Milwaukee, New York, Baltimore, Granite 
City, IIl., Chicago, New Orleans, 
Laurel Hill, L.L., Philadelphia. 


e e e 


No. 2041 Roll Top Bread Box 


The six harmonious colors of this graceful, roomy 
bread box instantly attracts the eye of the house- 
wife, and the practical features and durability do 
the rest—completes the sale. Has large opening, 
glass knob, gold lettering, and curled edges on 
door and frame to prevent scratching. Made of dur- 
able charcoal tin plate throughout. Ideally priced. 


EEE 
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RAINBOW JAPANNED WARE 
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Gray-Wick 
Wire Cloth 


" WEAVING WIRE CLOTH 


Weaving is the final stage in the making of fine Wire 
Screen Cloth. This photo shows one of our giant 
Looms in operation. An automatic shuttle carries the 
cross wires back and forth through the lengthwise wires, 
to form a perfect mesh. 


12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 


Wickwire Bronze 
Wickwire Copper 














Made RUST-RESISTING 
With COPPER BEARING Steel 


Wickwire GRAY-WICK Screen Wire 
Cloth is made to resist rust. The wire used 
is drawn from Open Hearth Copper Bear- 
ing Steel which tests have proved to be far 
more rust-resisting than ordinary steel 


wire. This wire is also drawn one-quarter 
gauge OVERSIZE. 


In GRAY-WICK the electro plating is of 
8 to 10% Zinc Coating, enameled with a 
heavy coat of White Transparent Varnish 
—a double protection against corrosion. 


Every operation from raw material to fin- 
ished product is controlled by us in our 
own plants. 


GRAY-WICK is one of the most popular 
and best-selling Screen Cloths on the mar- 
ket. Made in all widths in even inches 
from 18” to 48” inclusive, double selvage. 
Extra wide widths, 54” and 60”. 











ptt Q Shells 
Cover Every Shooters Needs | 


Fewer Loads to Carry- 
Quicker Turnover 
More Profits 






















Three Westerh shotgun shells—Xpert, Field 
and Super-X~-cover every shooter's needs 
and satisfy every purse. 


No single load or type of shell can meet 
every hunting requirement but Western has 
narrowed down the number of essential 
items to 3 three outstanding, exclusive 
developments that enable you to reduce the 
number of items in your ammunition stock 
and at the same time show an increase in 

Biss It means quicker turnover and 


LARGER Profits ! ! 














“Outsells because it Outshoots” 














e Simplified Line — 
of Ammunition _ 
3 every item aleader/ ° 


The three popular Western shells for game and trap- 
shooting—X pert, Field and Super-X—and Western 
Lubaloy cartridges, comprise the simplified line of 
ammunition that is making money for Western 
dealers. 


Xpert.The hard-hitting Xpert shell is 
an all-round, top-quality, smokeless load 
that sells at a popular price. Xpert is the 
ideal load for quail and rabbit shocting. 


Field. For more than 20 years Western 
J Field shells have been the standby with 
ade CME ns field and trapshooters. Probably more trap- 


AP ai a8 (Fe shooting championships have been won 


Send for this booklet of GRR 1 with Field shells than with any other load. 
> sales helps, covering é it 
5*% window displays, store 


; ee cn we 3 a Super-X. The Western Super-X shell 
ty eas is recognized by shooters everywhere as 
the outstanding long-range load. Its famous 
Short Shot String gives maximum effec- 
tiveness at the longer ranges. The wide- 
spread demand for Super-X means bigger 
sales and profits for Western dealers. 


Lubaloy. Western Lubaloy Open- 

point Expanding, Boat-tail and Soft-point 
bullets have set new standards of accuracy, 
dependability and cleanliness. Millions of 
non-fouling Lubaloy coated .22’s are being 
sold because they shoot straight and keep 
the gun free from rust. . . . It will pay you 
to sell Western ammunition. Write us for 
the name of the nearest Western jobber. 


WESTERN CARTRIDGE COMPANY 
275 Hunter Avenue, East Alton, Illinois 


Branch Offices: Hoboken, N. J. 
KN San Francisco, Cal. 
4 ~~. QR N PRINTED IN U. 8. A 
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- Vichek All-Purpose 
Punch and Chisel Set 
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(at right) 
No. 28—Disston 
Steel blade with im- 
proved mounting of 
specially treated 
ferrous metal, per- 
fectly balanced. 
Straight basswood 
handle. Lengths, 
10, 1014, 11, 11% 
and 12", all with ten 
countersunk rivets. 


4 


(al right) 
No. 338 FLEXO- 
LITE—Same as No. 
328, which is illus- 
trated and described 
on opposite page, 
but with hardwood 
handle shaped to fit 
hand, as illustrated 
at right 


(at right) 
Disston No. 
NEVERSTAIN 
Trowel—Hasacom- 
position blade that 
cannot stain work 
when acids are used. 
Made only 11" x 
434", with alumi- 
num mounting, 
seven stainless steel 
rivets. Lightest 
trowel made: 
9 ounces 


= 
é 


« 


















(at left) 
No. 38 —Same as 
No. 28 but with 
hardwood handle 
shaped to fit the 
hand, as illustrated. 


































/ 





(at lefij 
Disston Texture 
Trowel—For apply- 
ing the new texture 
finishes. Disston 
Steel blade, with 
improved ferrous 
metal mounting; 
handle shaped to fit 
the hand:8 "long and 
314" wide, with five 
countersunk rivets. 


P, 





(at left) 
Disston No. 68 Ce- 
menters’ Trowel— 
Made especially for 
spreading cement. 
Long, strong, im- 
proved mounting of 
specially treated fer- 
rous metal, with am- 
ple knuckle room. 
Straight basswood 
handle. Lengths, 11, 
12, 14, 16 and 18". 


READY 





NOW 


An entirely new line of Disston Plasterers’ Trowels; all 
made the way plasterers want them! 


Better mountings! Perfect balance! More flexibility! A new 
steel, from the Disston Steel Works. Blades thinner, because 
of accuracy in special grinding, which puts the weight where 
it is wanted, making a flexible blade that feels just right. 


New Disston FLEXOLITE* Trowels, No. 328 and 338, with 
improved mountings of drop-forged, heat-treated aluminum 
alloy. Disston No. 28 and 38, with improved mountings of 
specially treated ferrous metals. 


Disston NEVERSTAIN* Trowels with composition blade 


that cannot stain the work; the lightest trowels made! 


A new Disston Texture Trowel for applying texture finishes 
and for working in close quarters. 


These modern trowels for the up-to-date plasterer have a 
lacquer finish which keeps them always bright in your stock, 
preventing rust and finger marks. 


Write for booklet illustrating and describing the complete 
new line of Disston Trowels, which bring new opportunities 


for sales and profits to every hardware merchant. 
*Trade Mark. 


HENRY DISSTON & SONS, INC., PHILADELPHIA, U. S. A. 


Canadian Factory: Toronto 
AMERICA’S FIRST MAKERS OF PLASTERERS’ TROWELS 
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No. 328 FLEXOLITE —Disston Steel blade with 
improved mounting of drop-forged heat-treated 
aluminumalloy. Perfect balance with correct flexibility 
and less weight; approximately 12 ounces in 11-inch 
length. Made with straight basswood handle. Lengths, 
10'%4, 11 and 111%", all with ten countersunk rivets. 
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AUTOMOTIVE 


LOGGING 


AGRICULTURE 


SELL ACCO Electric Welded Steel Loading 
Chain for any purpose where strength, light 
weight and flexibility are desired. 

The many uses for this popular chain make 
it a profitable item for hardware stores. Fill in 
your stock with an assortment of sizes—there’s 
a year round demand. ACCO Steel Loading 
Chain is made by the World’s Largest Manu- 
facturer of Welded and Weldless Chain. 


AMERICAN CHAIN COMPANY, Inc. 
Bridgeport, Connecticut 


ACCO STEEL LOADING CHAIN 


INDUSTRIAL 





TRUCKING 
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Order the Blade With The 
Red End from Your Jobber 


“RED STREAK”—the hack saw blade of such high 
quality and distinctive trade mark—comes to the 
hardware trade as the best sales opportunity of the 
year. 


Since the new SIMONDS HACK SAW has been on 
the market, the trend of hack saw buying and using 
has unmistakably turned with a rush to this better 
tool. Dealers in all sections are now stocking and 





a\. 





enthusiastically selling this new hack saw. They are 
ordering from their jobber and getting prompt deliv- 


SC It is your opportunity to sell with good profit. 
SIMONDS 
\A. The Blade 
» \ 
\ 


Use your own judg- 
ment. Look into the 
hack saw field from 

the standpoint of the 
hardware man. Get all 
the details as they pertain 
to your sales opportunity 

and apply them to this new 
SIMONDS RED STREAK 
BLADE—the hack saw that is 
better, distinctively marked and so 
easily recognized. 




















With The 
Red End 












When your customer asks for the blade 
with the red end sell him what he wants. 


SIMONDS SAW AND STEEL COMPANY 
ESTABLISHED 1832—FITCHBURG, MASS. 





Chicago, Ill. Lockport, N. Y. Portland, Ore. Montreal, Que. 
Boston, Mass. Memphis, Tenn. San Francisco, Cal. Toronto, Ont. 
Detroit, Mich. Atlanta, Ga. Los Angeles, Cal. Vancouver, B. C. 
New York City London, England Seattle, Wash. St. John, N. B. 


New Orleans, La. 
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How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small, nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 

















Ig Whether it be a light or heavy 
duty type Elevator, Kimball 


builds to suit your requirements. 


Electric 
A corps of able engineers work 


Freight e engineers wor 
MEUGRNES §« G. Gne te peer contin 


ments. 


Kimball elevators are economical 
in initial cost and in cost of op- 
eration. Write for literature on 
the type of elevator machinery 
you are interested in. 


KIMBALL BROS. 
COMPANY 


Builders of Elevators for 46 Years 
1205-19 South Ninth Street 
Council Bluffs, Iowa 
4-29 











YOUR CUSTOMERS 


ARE READING 
THIS “3m 


Advertisements like the one on the opposite 
page are telling thousands of tool buyers 
about the revolutionary new NON-SKID 
Screw Driver. Your customers are reading 
these advertisements. Your customers are 
learning how the ribbed blade has made 
old-fashioned smooth blade screw drivers 
obsolete. Your customers will buy their 
Non-Skid Screw Drivers from you, if 
you display the Non-Skid Display Stand 
with Demonstration Block—FREE with small 
opening stock of 2% dozen quick-selling 
sizes. It costs you only $8.87 and retails at 
$13.30. Order at once from jobber or direct. 





BRIDGEPORT HDWE. MFG. CORP. 


Bridgeport, Connecticut 

















; at Modernizing 
“oom to You 


i mer- 
to cope with modern 
A hardware ord keen competition, mee 
ieiessy up-to-date, Bey Hen. de back 
nS py but outin the _ en where 
Of 8 eepomers can see itand - 
iis tn keynot of Sect But ole 
ship “vod bi handising Cabinets 
Tables an Mercha 08 this ease 
scientifically ¢ esi fnes fore vee Service 
will help you sod ui neyemaker 
this ad, pin to your letter > 


no obligation. MPANY 


W. C. HELLER & CO ten, OHIO 


700 Bryant Street, MON 


HELLER 


BUSINESS BUILDING STORE EQUIPMENT 


The Snyder & ——— 
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The Non-Skid screw driver was inserted 
in the slot of one of the screws holding 
the license plate, and, with a firm turn- 
ing pressure on the screw driver to bind 
the blade in the screw slot, the car was 

actually pulled, just as shown here! 


/ N 
The | 


RIBBED BLADE | 
Frevents Slipping ) 
’ @ NHE new Non-Skid Screw Driver 


—the most revolutionary improve- 
ment ever made ina screw driver blade 





—is so much better that you’ll wonder we 
why it wasn’t thought of before! Dec. 3, 1529 


Take a “chewed-up” screw, securely sunk in 
hard wood, and just try to turn it with a 
smooth blade screw driver! It can’t be done! 
Now insert a Bridgeport Non-Skid—see and 
feel how the ribbed blade grips. No pushing, 
no straining —you only turn the Non-Skid. 


The Non-Skid holds like a gear in mesh. 
Grips a screw like a non-skid tire grips the 
road. Drives screws so much easier that you'll 


3STYLES never want to see another smooth blade. 
‘ Siiiia Turns screws at almost any angle. Turns 
eflil Nizes battered and rusted screws as though they were 


new. Turns greasy screws which smooth 

blades merely “skate” off. Saves furniture 
and flesh—and a tremendous amount ot 

timé. “Lasts longer, because it doesn’t get 









pa 29 1 chipped and worn from jumping and slipping. 
runs clear through 
handle.""The hikewactee And the beauty of it is youcan try the Non- Wik é Sen eat 
” ~ t Tr u Tess e n 
deiver I = owned,’ ‘ Skid before you buy! Dealers everywhere are pega Beran yA ihe bake 
: wal desl. displaying the new Non-Skid screw driver in the screw slot, the 6’ x 8’ x 6 «. 
timber was lifted just as shown. 4% 







with a demonstration block and screws, so that 
you can see for yourself what a whale of a 
difference a ribbed blade makes! Ask your 
dealer to show you the new Bridgeport Non- 
Skid today! If he is not yet supplied, order 
direct: No. 1—4”, 50c; 6”, 60c. No. 2 —4”", 
35c; 6", 45c. No. 3—43%", 45c; 61%", 55c. 
No. 3 THE BRIDGEPORT HDWE. MFG. CORP. 
isin “ aes Bridgeport, Connecticut 
art The World’s Largest Makers of Screw Drivers 
are riveted securely to- 


volts. Designed especially 
@ - J 
Bridodeport 
gether. The best screw 


for electrical and cabinet 
eects THE CHOICE of MEN WHO KNOW TOOLS 


work. Slim blade with 
magnetized point. 


No. 2 
Blade, handle and ferrule 
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SAVAGE - FOX 


To the famous lines of Savage and Stevens Arms, is now added 
another outstanding name— Fox. From one manufacturing organ- 
ization you are now offered a wide and varied selection of shot- 
guns, rifles, pistols and ammunition second to none. These lines 


SPE 2 Sie OTS TT SS SEA IL STS MRI 2809S 
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ma 

















Savage Center-Fire Me- 
tallic cartridges are man- 
ufactured to illustrate 
_ full capabilities of 
e Rifles. Made in 
rr -300, .303, .30- 
30, .250-3000, .22 H. P. 
-25.20, and .32-20. 


. @ 











Owned and Operated by 


A Savage Model 28, Hammerless 
* Repeating Shotgun. 12 Gauge. 
Solid Breech, Retail Price $44.50. 


Fox “*XE”’ Grade, Double Barrel 

* Shotgun. Circassian Walnut 

Stock; new design engraving. In 12, 16, 
20 Gauges. Retail Price $172.60. 


Fox “‘DE”’ Grade, Double Barrel 

* Shotgun. Beautiful Stock; unu- 

sual engraving and checkering. In 12, 
16, 20 Gauges. Retail Price $256.60. 


D Fox-Sterlingworth, Double Bar- 

* rel Shotgun—a sturdy, reason- 
ably-priced gun. Tested barrels, Amer- 
ican Walnut stock, checkered. 12, 16, 
20 Gauges. Retail Price $36.50. 


J. STEVENS ARMS CO. . . 


SAVAGE ARMS 








E Savage Model 19 N. R. A. Match 
* Rifle .22 caliber. Bolt Action, Re- 
peating. Retail Price $23.75. 


F Savage Model 23-B, Bolt-Action 

* Repeating Rifle. For .25-20 Car- 
tridges. Also Model 23-A. .22 caliber 
and 23-C .32-20 caliber. Retail Price 
Models 23-B and 23-C—$22.50. Model 
23-A—$18.50. 


c Savage Model 45, Bolt-Action 
* Repeating Rifle. For .30-30, .250- 
3000, .300 Savage and .30-’06 Spring- 
field Cartridges. Faster ignition; shorter 
bolt throw. Selected Walnut Stock. 
Checkered on grip and forestock. Ly- 
man Sight. Retail Price $44.50. 


H Savage Model 29, .22 caliber, 

* Slide- Action, Repeating Rifle. 
With 24-inch Octagon Barrel. Lyman 
Gold Bead Sight. Full Pistol Grip. Re- 
tail Price $19.50, 


I Savage Model 99-G, Hi- Power, 

* Lever-Action, Repeating Hammer- 
less Rifle. One of a group of seven. Cali- 
bered for .22 Hi-Power, .30-30, .303, 
-250-3000 and .300 Savage Cartridges. 
Retail Price $49.50. 


Stevens No. 11 “Junior” .22 caliber 

* Rifle. SingleShot. One-piece Stock. 

All-steel metal parts. Weight 2% Ibs. 
Retail Price $4.40 
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Stevens No. 26 “Crack Shot” .22 

* caliber Rifle. Single Shot, lever 

action. Full butt stock. Steel butt plate. 
Weight 3% Ibs. Retail Price $6.25. 


Stevens No. 70 “Visible Loader” 

* 22 caliber Repeating Rifle, Slide 
forearm, For 22 long rifle, .22 long or 
-22 short cartridges. Retail Price $13.75. 


M Springfield No. 48 “Bolt-Action” 
* .22 caliber Rifle (formerly Model 

“D”) Single Shot. One piece stock. 20 

inch round barrel. Retail price $5.25. 


Stevens No. 17 “Favorite’’ .22 
* caliber lever action, Single-Shot 
Rifle. American Walnut Stock. For .22 


A. H. FOX GUNS 


CORPORATION 


Lr., 25 r.f. or .32 Lr.t. cartridges. Re- 
tail Price $9.50. 
Stevens No. 65, .22 caliber Rifle. 
* Lowest Priced bolt-action, repeat- 
ing rifle of its kind. Tubular Magazine. 
Lyman sight. Steel butt plate. Weight 
5 lbs. Retail Price $10.75. 
Stevens No. 75 Hammerless, Re- 
* peating .22 caliber Rifle. 24-inch 
round barrel. Walnut Stock. Cham- 
bered or .22 Lr., .22 short or .22 long 
cartridges. Retail Price $17.75. 
Q Stevens No. 107, Single Barrel 
* Shotgun. Selected materials 
Proof-tested barrel. Automatic ejector. 
6 Ibs. In 12, 16, 20, 24, 28 and .410 
Gauges. Retail Price $10.50. 


Utica, New York 


R Springfield No, 311, Double Bar- 

* rel Shotgun in 12, 16, 20 and .410 
Gauges. Proof-tested barrels. Weight 
544 to 7% Ibs. Retail Price $19.00. 


Stevens No. 330 Hammerless 

* Double Barrel Shotgun in 12, 16, 

20 and .410 Gauges. Lyman Ivory bead 

sights, Jostam anti-flinch recoil pad. 

Proof-tested barrels. Checkered stock 
and forearm. Retail Price $26.50. 


T Stevens-Browning No. 620 Repeat- 

* ing, Hammerless Shotgun. Unsur- 
passed advantages at the price. Proof- 
tested barrel, Unusual safety features, 
Retail Price $38.95, 


AND-STEVEN 


cover every price level you wish; meet every standard of value and 
quality your customers seek —the largest output of sporting arms 
in the world. Herewith is a representative showing of Savage, 
Fox and Stevens Arms which will play a big part in 1930 sales. 


No. 35 Stévens “Auto- 
shot” is a single shot, 
410 gauge Pistol. With 
8 or 12% inch barrels. 
Unusual accuracy,finish, 
workmanship and dur- 
ability, Retail Price 
$11.50, 
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New Best Selling 


No. MO Retail 


BUCH exe 
‘SPECIAL 


Casting Reel 
With Molded 


BAKELITE SPOOL 




































IVELY new interest—more sales appeal—these are yours with the new 
Meisselbach Bull’s-Eye ““Special’’ No. 110. . Another sensational success. 
Improving on the fine accuracy of the famous Meisselbach Bulls-Eye, which 


for two seasons has sold so remarkably well. 


New exclusive spool molded completely of black Bakelite, starts quicker, 
stops quicker. Gives super accuracy. Greater distance and delicacy, espe- 
cially with light baits. 

With these two splendid reels you can sell any customer. Every sale a teaser 
for others. The fishermen who see them in action all want these straight-cast- 


ing, big-fish-getting genuine Meisselbachs. 


Sold by leading jobbers everywhere. Write us at once for new descriptive 


folders, complete catalog and price lists. 


The A. F. Meisselbach Division of The General Industries Co. & 


Manufacturers of the Original and Genuine Meisselbach Fishing Reels of Quality 
3036 Taylor Street, Elyria, Ohio 


Representatives: South, Louis Williams & Co., Nashville, Tenn.; Pacific Coast, Phil B. Bekeart Co., 717 Market Street, San Francisco, Calif. 
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CO), Olena Ce 
Clean to Shoot 


GREASELESS 
Clean to Hand/e 


—— 








ETON 





(COPPER PLATED) 





Peters Rustless Gildkote .22’s are now furnished in all 
.22 caliber sizes, loaded with smokeless powder. These 
wonderful cartridges are clean to shoot and clean to 
handle. No more fouled barrels, greasy hands or greasy 
pockets. They have already proved to be big sellers. It 
will pay you to push them . . . hard. 


The High Velocity and Target Shells are also furnished 
in Gildkote Shot. It will pay you to push them, too. 


THE PETERS CARTRIDGE CO. 
Dept. B-22 
New York CINCINNATI, OHIO San Francisco 


AMMUNITION YOU CAN SELL WITH CONFIDENCE 








ie Cee as ta 


— 








HARDWARE AGE for FEBRUARY 13, 1930 




















A Quartette 
No. 51 of 
JOLLY JUGGLER ZILOTONE 
A radical departure from the usual in SENSATIONAL One of the most unusual toys to be 
this merry fantastic “different action” A R R I V A 8 & age: ot gy BS on a aap ni 
toy. Automatic juggler carries little real xylophone. Six gay tunes with each 
helpers by means of magnetism. TO THE set. Melodious tone. Handsome design. 


W. T. F. 


| 
No. 150 | | MAK-A-CLOCK | 

} 

| 


No. 48 


















































RABBIT CHASE 


| Each unit of this otucational toy is 
i i i | tested for mechanical perfection. ctu- 
Wiippets uahy Gam sobhite who scurry | ally keeps accurate time when completed. 
to outwit pursuers on circular tracks. | Easily followed instruction book guides 


Sturdily made. Attractively colored. | young clock maker, step by step. Im- 
| | pressively boxed. 











| 
| 




















See the new members of the Wolverine Toy Family 
as well as many other Quality Items during the 


NEW YORK TOY FAIR 


PERMANENT SALES ROOMS: ROOM 406, 200 FIFTH AVE. (TOY CENTRE), NEW YORK 


“eh ant WOLVERINE ostiitti 


‘Sandy Andy 


“Sunny Suzy” SUPPLY & MFG. CO. 














\ rr4ahies2y ' 
|) ha) Coaster Wagons 
SZ Spring and Summer 
Profit Makers 


No. 53 ‘a So strongly constructed that they stand 


20yixt0v.x2%4 no end of use and abuse. Beds of 

$1.75 Betell o2s heavy, drawn steel, braced to front 
and rear axles; extra size rubber tires; 
wagons handsomely finished. 


Great Value 
Retail $100 to $300 
Try Sample Dozen 

















o. 63 
Bed 25%4x12x2% 
Retail $2.50 to $3.00 
No. 43 packed 6 to a carton; No. 53 
Complete line on display Bi es. packed 4 to a carton; and No. 63 packed 
at New York permanent Ce ] 2 to a carton. 

office: on If your jobber has not stocked these num- 


Room 409, 200 Fifth Avenue bers, please write us his name. 


1114 BOLANDER AVE. 


THE DAYTON TOY AND SPECIALTY COMPANY ‘bavrox, orto 
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NOW- The Handtest Package 


FOR THE WORLD'S FINEST SHELL 
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Ki aster LO SC l INCHESTER realized that the customary method of pack- 
ing shotshells i i di ient for the sh 
Easter to use .: miepliag tide diadieis alee ponibiliies, We,theeeloce, now 


Hav; at inet, in the Siest prectical offer you a brand new, handy size, 10-shell package for the Win- 
package for shot-shells. Two or chester Lacquered Leader — a progressive and sales building 
three boxes can easily be carried in step in the merchandising of shells. ? 

one pocket of a hunting coat. The 
flap cover comes up easily with no 
need to get out a knife or break 











With this new and smaller package you can sell as few as ten 
shells without breaking a box. You can sell more Winchester 






PEARCE A 5 KEES 









your fingernails to tear the seals. Lacquered Leaders to a much larger circle of shooters. Many 

We couldn’t improve the shell— who have not bought this higher grade shell will now find it i 

so we made a better box. Your job- desirable. And you can also sell more shells to an individual 

SE eres pe shooter because he can carry conveniently a wider variety of 
Winchester Repeating Arms Co., loads. This new box will increase your sales of Winchester 








e i 
New Haven, Conn., U.S.A. Lacquered Leaders. THE HANDY PACKAGE THAT | 


WIDENS YOUR MARKET 


WINCHESTER 


TRADE MARK 
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No Other Type of 
Skate Can Give Your 
Customers These Six 
Big Selling Features 


WINCHESTER 


. ROLLER SKATES 


Winchester Roller Skates—like Winchester Ammu- 
nition or a Winchester Gun—ate the:outcome of 
scientific engineering development, unequalled manu- 
facturing facilities and the determination to produce 
the finest product in its field. They stand supreme in 
mileage—supreme in strength—supreme in easy run- 
ning qualities and in their ability to sell and to stay sold. 





Note these big selling features. 
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| WINCHE 


TRADE MARK 











Double-row, self-contained and hardened, 
ball-bearing rolls. Supremely easy running. 
Supremely strong. 


Center piece rigidly constructed of high 
quality steel in the form of a channel beam. 
The strength of girder frame construction— 


like the channel beams in tall steel buildings. 


Effective shock absorbers assure excep- 


tionally easy riding. 


Full strength and rigidity at full extension. 
Maximum skate extension to fit unusually 


large shoes. 


Bridge construction — heel and toe plates 
supported by strong steel arches—like the 
arches of a bridge. 


Rolls equipped with solid and particularly 
heavy treads which give, by actual test, 


@P®*AOHHO 


greatly increased mileage. 


In 7,060 miles of 
\ actual use under 


WINCHESTER engineering ob- 

servation, there 

ROLL has not been a 
CONSTRUCTION 


single broken ball 
or cracked bearing 
case. 


As a single instance of how thoroughly Win- 
chester engineers have gone into the matter of 
perfecting roller skates, let us see how they 
developed these great Winchester rolls. A fleet 
of real boy skaters was employed and fitted out 
with skates equipped with rolls of all descriptions. 
They were instructed to skate around and around 
a given block until their rolls wore out. The dis- 
tance covered by each was accurately measured. 
As a result of these tests, Winchester developed 
a roll construction which far outdistanced all 
rolls of previous types — including our own 
former high standard. 

Boys are still kept skating as a constant check 
upon the quality and supremacy of these rolls. 
Handle Winchester Rolls as well as the line of 
Winchester Roller Skates. Made in three styles: 

Boys’ Skates Girls’ Skates 
Junior Skates for Younger Children 
Each of these three styles embodies all the special 
features of Winchester construction. Ask your 
jobber to show you samples and get 1930 prices. 
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TWINCHESTE 
- .REPEATING ARMS COMPANY. 


CONN,, U. s. A. 


Ogee 
Leta 
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NEW HAVEN. 
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WINCHESTER 
STAYNLESS KOPPERKLADS 


THE RANGE DIRECTOR 
of one of the country’s 
largest boys’ camps writes: 


“We tried out all types of 
ammunition and _ finally 
settled down to the use of 
Winchester Kopperklads 
as they gave us the best 
accuracy in the many 
types of guns we had 
there and, best of all, they 
did not pick up the dirt 
when they were dropped.” 


HOOTERS have always appreciated the accuracy and 
dependability of Winchester .22 Rim Fire Cartridges. 


They were quick, therefore, to welcome Winchester Staynless 
Rim Fire Cartridges which preserve a// of this accuracy and 
dependability and, at one and the same time, enabled them to 
shoot thousands upon thousands of rounds without cleaning 
the bore—with no danger of rusting or pitting the barrel— 
and with no effect upon the shooting qualities of the rifle. 


As the latest stage in the perfection of small bore ammuni- 
tion, there have come the WINCHESTER STAYNLESS 
KOPPERKLAD CARTRIDGES which preserve all former 
advantages while adding a GLEAMING, GREASE-FREE, 
SELF-LUBRICATING, COPPER-COATED BULLET. Kop- 
perklad cartridge means clean ammunition just as Staynless 
Priming means clean rifle barrels. They are clean to handle, 
clean in the pocket and pick up no fluff, dirt or other 
particles in the pocket or when dropped on the ground. 


A marked preference is evident wherever Kopperklads are 
used and it is clear that, for general shooting purposes 
WINCHESTER KOPPERKLADS are steadily becoming the 
most popular of small bore cartridges. A word to the wise 
dealer is sufficient. A word to your jobber will do the rest. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN., U. S. A. 


WINCHESTER 


TRADE MAR 





Folding 
Rocking Chair 
No. 41GS 
A truly comfortable rocking chair, 
strongly made. Folds compactly. Also 
furnished in red lacquer finish and 
motif and triangle patterns. 


Folding 
Arm Chair 
No. 33GM 
Most attractive for any room. Strong- 
ly made. Also furnished in red lacquer 
finish and stripe pattern. 


Gold Medal” Folding Furniture can 
help you attract new trade to your store. 
Its color is easily displayed, its utility is 
convincingly demonstrated to build a 
volume of profitable sales. 

Every home, club and resort is a prospect 
for “Gold Medal” Folding Furniture. 
On porches, lawns, in solariums, in 
lounging rooms, on the beach, in camp, 
there is a demand for the restful comfort 
and warmth of color which this equip- 
ment provides. 

Write today for a catalog of the 1930 
“Gold Medal” Folding Furniture line in 
which each product is illustrated in its 


natural colors. 


Gold Medal Folding Furniture Co. 
1700 PACKARD AVE. RACINE, WIS. 


“GOLD MEDAL” ARM CHAIRS AND 
ROCKERS 





Cover 
Design 


Frame 
Finish 
Olive Drab | 40 
Motif 40GM 
Triangle 40GT 
40GS 
40RM 
40RT 
40RS 


Varnish 


Green Lacquer 


~ 


Green Lacquer 
Stripe 
Motif 
Triangle 


Green Lacquer 
Red Lacquer 
Red Lacquer 
Red Lacquer 
Mahogany 
Brass Hdw. 


za 
n 


3f 
35 
3é 
35 
35 
35 
3é 


RT 
5RS 


Stripe 


Khaki 40Y 


a 
on 
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(Pat. Granted and Pending) 


‘GoLD MEDAL 


TRADE D aec.u $ PAT 


Folding Furniture 
Since 1892 


Folding Lounge Chair No. 12CG 

For outdoor relaxation and comfort on the 

lawn or beach. The modernistic patterned 

fabric adds warmth of color to any surround- 

ings. Furnished without canopy, if desired. 
Other “Gold Medal” Reclining Chairs 


are shown on the next page. 


Furniture 


Folding 
Companion Chair 
No. 4ORM 
A chair that combines both style and 
comfort. Folds compactly. Sturdily 
built. Also furnished in green lacquer 
finish, andstri pe and tri: angle patterns. 


Folding 
Arm Chair No. 
Adds a colorful touch in any 
rpundings in addition to the conve- 
nience it provides. Made for hard 
usage. Also finished in red lacquer. 


55GT 


sur- 


‘4 Folding ¥. 
© Arm Chair No. 


“the most comfortable “hair 

purchasers everywhere. 

for use indoors or out- 
doors. 


Termed 
made” by 
Serviceable 





Folding J 
= *clining Chair No. 11C 


brig htly colored cover. Varnished fra 


me. 


“Gold Medal” Folding Furniture _ for storage.““Gold Medal” Products 
is easy to set up. It can be moved and their distinctive features are 
about from place to place without nationally advertised. Make this 
effort. Built to withstand continued publicity work for you by display- 
hard use and abuse. Each piece can _ing the 1930 “Gold Medal”’ line. 
be folded compactly and quickly Write today for the catalog. 


AOE {naan i vu Ss Pat 


ame GOLD MEDAL 
Furniture 


Folding 
Reclining Chair No. 211C 
Of the same construction as 
chair No. 11C. Finished in 
varnish with striped cover. 
Furnished without canopy, 
arms and foot rest, if desired. 


— 


A chair that provides the utmost in comfort, with 


Furnished 


‘without canopy, arms and foot rest, if desired. 


RECLINING CHAIRS 





“GOLD MEDAL” 


“Badger” 





Cover Design (Triangle) (Stripe ) 


Sel.Dck. 





Frame Finish] Gr. Lar. ||Red Lar. Varnish | Varnish | Varnish 





Without arms 
or foot rest 11GT 11RT 11 
With arms LLAGT | 1IART 11 
With arms and 
foot rest 11FGT j LIFRT 
With arms, ft. 
rest & canopy 1LICGT | 1ICRT 


A 














S11 
SLIA 


SIF 
S11C 


211 
211A 
211F 





211C 





Folding Chair No. 6 








Made of high grade mate- 
rial. Has steel joints for 
rigidity. High grade colored 
canvas cover. Back assures 
additional comfort. 
“Gold Medal” Folding 
Stool No. 5 made the same 
as No. 6 
chair with- No. 6 
out the 
back. A 
very serv- 
iceable 
stool. 




















Foldflat Table No. 14 

This table finds use in the 
home as well as the camp. 
When open provides a 








Bridge Set No. 1744R 


To fill the demand for a neat appe ring, comfortable, 
sactly folding bridge set. The “Gold Medal” set is easily carried case. Top is 


ight in weight and strong to give long service. moisture proof. 


Cc ais 


sturdy, level table surface. 
Folds flat to form an 





























Folding Cot No. 


The original and fastest selling cot made. 12-0z. Double filled 


duck cover. 


1 





Folding Steel Bed No. 80 
A comfortable, indestructible, full double size bed. Also No. 8030, 
single size. 
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No Worry About Markdowns When You Sell 


Uncle Sam’s 3-Coin Register Bank 


- << e Nationally Known... 
>, oe Backed by Dealer 
/ Helps . . . Used by 
Adults as Well as 
Children ... A Year- 
round Item 


* 

You don’t have 
to run a Toy De- 
partment to sell 
a lot of these 
banks at very sat- 
isfactory profit. 
Everyone knows 
UNCLE SAM’S 
Banks; they have 
been _ nationally 
advertised and 
their practical 
THRIFT message 
means gvod will 
as well as vol- 
ume for_ your 
store. Sturdy, at- 
tractive, holds 


4 : ' $50. Opens at 
Rings . . . Registers . . . ADDS! was ot ae 







x sells in any and 

; ; all seasons. For 

Saves nickels, dimes and quarters . . . also the Hardware 
pennies (but does not register them). Your Merchant bent 
trade will buy this bank and THANK you’ upon diversifying 
for selling it to them. his line and in- 
Pd creasing sales 


without jumping 

The Best Hardware Wholesalers Carry the sales cost, 

UNCLE SAM. UNCLE SAM’S 

line is ideal. Get 

in touch with 

Write to Us If Yours Can’t Satisfy You. your wholesaler 
at once. 


DURABLE TOY & NOVELTY CORP. 
222 Fourth Avenue New York City 
Established in 1907 H. H. Payson, President 





‘““LASSO”’ 
GAME 


A game that is just as 
fascinating to grown- 
ups as it is to children. 
The ring lasso is placed 
in the cowboy’s hand, 
a little lever at the 
back of the horse is 
pressed, and the ring 
sails through the air. 
If aimed properly it 
will go over the horns 














The player lassoing the 
largest number of 
cows is the winner. 


One of the Five Items 


of a New Line of 


Action Toys and Games 
Just Added 


to the well-known line of 


BIG-BANG SAFE CELEBRATORS 
See Our Display at New York Toy Fair 
ROOM 461 — FIFTH AVE. BUILDING 


(Permanent Show Room) 


The Conestoga Corporation 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 


EXPORT DEPARTMENT: 
Office No. 605, 130 Pearl St., New York City 





of one of the cows. . 














RICHARDS P 
Sel AONE NS Shoe. 


“The First Best Skate—the Best Skate Today” 


Used by World’s champions to establish 
their speed records and by professional 
stage skaters, your customers can now 
buy an adjustable roller skate with the 
45-year record of quality. 

Made of best, heavy cold rolled strip 
steel; heaviest rol- 
lers. Cannot be 
equalled for action, 
speed and durability. 
Order direct or 
through your jobber. 






Richardson Ball 
Bearing Skate Co. 
3318 Ravenswood Ave. 
Chicago, Ill. 
Established 1884 


You Can “Go the Limit” on Talking 
Quality if You Sell 


IVER JOHNSON 


Bicycles, Velocipedes and Juniorcycles 
Send for Proposition C. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass.’ 


New York Chicago Ogden, Utah 
151 Chambers Street 108 W. Lake Street 2327 Grant Ave. 


San Francisco 
717 Market Street 























THE BIG FENCE. 

















IRM 
BUILDING SEASON <i> 


ARMERS, like politicians, do their fence 
repairing during the slack season. Hall’s 
post hole augers and diggers 
best meet their demands in re- 
pairing broken fences and putting 
in new ones. We make a large 
line of these tools. 


HALL MFG. COMPANY, Cedar Rapids, Ia. 


Write for Free Catalog of Trade-building Items 



























Steady Trade 
Builders 








PORTSMEN constantly need / HOPPE §| 

Hoppe’s No. 9 Solvent. For E LUBRICATIN : 
all gun bore cleaning—regard- H 
less of ammunition shot; used 
by leading gun and ammuni- 
tion manufacturers. Hoppe’s 
Gun Grease to prevent 
rust. For working parts 
of firearms, for fishing 
reels, home _ machines, 
Hoppe’s Lubricating Oil. 
Sold by Leading Jobbers. 


FRANK A. HOPPE, Inc. 
2314 N. 8th St., 
Philadelphia, Pa. 
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THE 
COPPERHEAD 


From the tip of his busy tail to 
the point of his copper-toned 
head, he’s as beautiful as the 
leaves of early autumn. His 
strike is hard and of the light- 
ning’s speed. His aim is deadly. 
And yet, we like to think that 
there’s a deal of sportsmanship 
wrapped up in his scaly hide. 
For he seldom strikes without 
first sending forth the whirring, 
humming war-cry that comes 
from his active vibrating tail 









The New Self-Cleaning .22’s with 
the Distinctive Coppered Bullets! 


U. S. Copperheads—the name for the new U.S. Rim- 
fire .22’s with the coppered bullets and the non-corro- 
sive primers that keep rifle barrels as clean as a whistle. 
U.S. Copperheads...the name for consistent, hard-hit- 
ting accuracy in small bore ammunition...a name that, 
in addition to every utility factor that the most advanced 
science of ballistics can put into a cartridge, brings a new 
note of BEAUTY into the ammunition field. It’sa cartridge 
that looks well, that shoots well and that, backed as it will 
be by extensive national advertising, is bound to sell well. 

For the first time, the .22 calibre cartridge with the 
copper-coated bullet has been VISUALIZED for the 
shooter... It has been endowed witha name that pictures 








OTHER FEATURES IN 


AJAX HEAVIES 
Hard-hitting longrange 
loads that are “‘Packed 
with the Power of The 
Thunderbolt.” Lac- 
quered or unlacquered. 
High brass base. Latest 
type progressive burn- 
ing powder. 12, 16 and 
20 gauges. 





[77> 
2 


CLIMAX HEAVIES 
A group of moderately 
priced long range loads. 
The “Ajax Heavies” of 
their class. Progressive 
burning powder. 10, 
12, 16, 20 and .410 
gauges. Red paper case. 


CLIMAX 
A popular shell for trap 
and field. Generous 
brass base. In all 
gauges including .410. 
Standard smokeless 


powders. 


AX Ntavies 
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its INDIVIDUALITY ...It has been taken out of the rut 
of ordinarydom and given a personality. U.S. is creating 
a demand for Copperheads that every dealer in the 
country is going to be called upon to meet. 

A hard-hitting cartridge...an accurate cartridge ...an 
extraordinary, good-looking cartridge...a CLEAN, grease- 
less cartridge that the shooter LIKES to handle...plus a 
name that’s as distinctive as a thumb-print...plus an 
advertising and sales promotion program that is sched- 
uled to make U. S. Copperheads outstanding in the 
small bore ammunition field. 

Stock U.S. Copperheads. Talk U. S. Copperheads. 
Display U. S. Copperheads and sell them to your profit 
...to your customers’ satisfaction ... NOW. 

UNITED STATES CARTRIDGE CO., 111 Broadway, New York 
General selling agents: National Lead Company, Boston, Buffalo, 
Chicago, St. Louis, Cincinnati, San Francisco, New York; John 


T. Lewis & Bros. Co., Philadelphia; Merchants Hardware 
Limited, Calgary, Alberta and Winnipeg, Manitoba, Canada. 





THE COMPLETE 


JU. S. METALLICS 








DEFI A NCE U. S. Improved Thirty- 
Theeconomicalload for Thirties and other big 
trap and field that defies game cartridges of 


the world to equal it at 
its price. A high grade 
smokeless shell at alow 
price. 12, 16 and 20 
gauges. Red paper case. 





proven effectiveness. 
Self-cleaning rim fires 
and centre fires. And 
the U.S. 22 N. R.A., 
famous for target and 
field shooting. 
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FAST-MOVING, EASY SELLING 
PROFIT-GETTING ITEMS FROM 


KoKoMo 
















Sag 


<—FFee7 KoKoMo 


With the 
There are nine reasons why Double Tread 
the new KoKoMo “Cham- Wheel 


pion” can double your skate 
scales in 1930: 


1. 


7 


3. 


CON a 


Double tread that doubles side. 
walk miles. 

Double row ball-bearings. 16 
perfect balls to the wheel. 

Toe plate support that prevents 
bending of toe plate. 


. Extra wide toe clamp adjust- 


ment. 


. Double channel extension bar— 


no sagging in the middle when 
extended. 


. Heel plate and heel back in 


one strong piece. 


. Exceptionally high heel back. 
. Extra live rubber cushions. 
. Double angle chassis support. 





Watch for Our Announce- 
men of the New and Better 
Electricar with New Take- 
Apart and Play-Value Fea- 
tures. Better Still, See It 
At Our New York Display. 


Break Into 





GOOD SKATE 


s i 
ous” Sheek Nout inise” 


BUSINESS aw rat 


THIS YEAR 


There’s more real 
profit in every pair 
of “CHICAGO’S” 
| than in dozens of 
| smaller articles. 
| People will gay the 
price, too, when they 
see those wonderful 
rubber tires and ball 
bearing wheels that 
| spin ten times longer. 








The No. 101 
Steel Wheel 
Skate 













Double-Tread 
“Triple-Ware” 


2 tol 


Note how the outer 
tread is crimped 
over the inner 
bushing of Case- 
Hardened Steel to 
make a_ Double- 





riveted in 3 places. 
Guaranteed not to 
come apart. 





OUR PRICE PROTECTION POLICY 


has been maintained for 8 years and makes it —_—_ 
to get out of the price-competition field entirely 






«cHICAGG” 


TRAGE MARK REG US PAT OFF 


ROLLER SKATES 


show their quality at a glance; 
their greater value is_ self- 
evident. Both models shown 
here—the No. 181 with Rubber 
Tires, and the No. 101 with 
Steel Wheels—are Combination 
Skates for Boys, Girls and 
Grownups. No need to carry a 
large variety. Nationally adver- 
tised.. Many corking good Sales 
Helps supplied Dealers. Order 
early from your Jobber or write 
us for prices. 


CHICAGO ROLLER SKATE CO. 
Established Over %4 Century 
4456 W. Lake Street, 

Chicago, Ill. 








Sa eu 











“Redskin” 
Roller Skate 


Ideal for younger boys. PRICED SO 
LOW YOU NEVER MISS A SALE. 
Replaceable ball bearing wheels. Pig- 
skin strap. Greatest value ever offered 
at such a low price. 


“Little Lady” 
Electric Range 


Does everything a big electric range will 
do. Guaranteed heating units. Large 
oven. Baked enamel finish, Nickel trim. 
ane only at $2.00 with aluminum uten- 
sils. 








“Little Lady” Electric Iron 


m Just the thing for small girls and 
. travelers. Heating element guaranteed. 
Furnished in colored porcelain and 
nickel finishes. No. 500 lists for $1.00. 
Other models at $1.50. 


Big 6 
Repeating 
Gun 






KoKoMo Rubber Band Pistols, 
Machine Guns and Targets 


The only repeating rubber band gun on 

the market. Six shots with one loading. 

Gun 18 inches long. Enameled red. Lists 

at 50c. The KoKoMo line also includes ‘‘Big-6" 
Target and ‘“‘TWIN-6’’ Machine Gun. 





VISIT OUR PERMANENT DISPLAY 
ROOM 521 FIFTH AVENUE BLDG. 
200 FIFTH AVE. NEW YORK CITY 











KOKOMO STAMPED METAL CO. 
KOKOMO, INDIANA 











BLANK CARTRIDGE €CAP 


PISTOLS 














A snappy, realistic ‘‘gun’’, finished in either 
buffed or polished nickel, with all safety fea- 
tures—just the thing to bring the boys into i 
your store. BE 

There’s plenty of profit waiting for every 
dealer stocking these quick selling pistols. Made 
in three sizes to retail at prices that will please 
the boys in your community. 

Have you the latest Kenton pistol catalog? 
If not, write your jobber, or ask us. 


KENTON HARDWARE CO., Kenton, Ohio 
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HERCO SMOKELESS: A Ballistic Achievement 


{... is an age of progress in transportation, production, and 


distribution. The accomplishments of the world today are 
greater than ever. Ballistic science also is advancing. Shotgun 
powders have been developed with decided advartages over 
previous shot propellants. Outstanding among these new pow- 
ders is Herco Smokeless, the heavy-load, long-range Hercules shot 
propellant. Try it in your heavy duck loads with the assurance 


that it will fulfill the expectations of the shooter. 


HERCULES POWDER COMPANY 


(INCORPORATED) 


910 KING STREET, WILMINGTON, DELAWARE 


K-1 ~ 
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BULES EYE The Best Way to 





ON’T sell air rifle shot in bulk— 

it is too unhandy and wasteful. 
The most profitable way is to sell Bulls 
Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 
tomer. BULLS EYE Steel Shot now 
tecommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 


DAISY MANUFACTURING CO., Plymouth, Michigan, U, S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 


BULLS EYE etriz SHOT 








6é 
Buymanship’ 1s 


as important as salesmanship 


Today the stores that make money are those whose 
‘purchasing agents’ buy only products that sell 
readily and steadtly—3-in-One for instance. It is asked 
for by name or accepted without question because it 
is well and favorably known; satisfies unfailingly 
because of its high quality; repeats quickly because 
of its many uses. 

3-in-One is a staple seller with a specialty profit. 
It pays. 


3-in-One 


THREE-IN-ONE OIL CO., 130 William St., New York, N. Y. 


NR216 

















Sell Air Rifle Shot 
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ROLLER SKATES 






Your future success depends 
upon the class of merchandise 
you sell today. 


Stay out of the field of com- 
petitive price-slashing lines. 

Tie up with Speed King Roller 
Skates, “The Quality Skate.” 


Ask your jobber first; if he cannot supply you with the genuine 
Speed King line, communicate with us direct. 


KOHLER DIE & SPECIALTY CO., soxa, DeKalb, Ill. 











vd 


WHAT PORTION 


OF THE DAILY PAPER 
GETS THE WIDEST 
READING 








X 


Undeniably the sports section—organized recre- 
ation—everybody is interested. And each year we 
become more active participants. 


The boys that used to “skitter” stones on the ice 
pond are today demanding skooters, roller skates, 
and ball bats. Small sister must have her skooter 
and skates too. Father plays golf and tones up 
with a punching bag each morning. Mother plays 
tennis or golf. There’s a baseball league in the 
grammar school—and foot ball on every open 
space. Sporting goods of all types are in constant 
demand. Are you cashing in on this profitable 
business? 


HARDWARE AGE is behind you with suggestions 
for displaying and selling sporting goods. Watch 
for these articles. 


Hardware Age 


239 W. 39th Street, New York City 





A 
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Remington 
Cash Register 
Model 436 


IS YOURS A PRIVATE CASH REGISTER 2 


} 


PRIVATE cash register is one for which the 
A owner has the key, and which can not be 
unlocked with any other key. A public cash 
register is one which can be unlocked by any- 
one who has a key for a similar machine. 
Remington makes private cash registers. 
One Corbin tumbler 


ington register. A key for your register will be 
supplied only on your written order. 
Merchants who want real protection for their 
cash and records welcome the greater security 
afforded by Remington Cash Registers. 
In the past 8 years Remington has developed 
and produced more 





< 


lock and key controls 


everything. No key 


The only way to get all the Remington 
features is to buy a Remington 


new cash register fea- 
tures than all other 


+ 





from another regis- 
ter, Remington or 
other make, will 
unlock your Rem- 


REMINGTON CASH REGISTER CO., Ine. 
Factory and General Sales Office, Lion, N.Y. 
Subsidiary of REMINGTON ARMS CO., Inc. 


Manufacturers of Remington Firearms, Ammunition and Cutlery 


companies combin- 
ed. We shall be glad 
togive youademon- 
strationon request. 


Remington, Cash Registers 


©1930 R. C. R. Co. 


: 3444 
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IHE REDS HAVE LIVED 
+ + + TOO LONG: + + 


All along the business front-- entrenched in the 
deep-dug grooves of habit--red figures snipe at 
prosperity. They glisten bloodily from sales charts-- they flash from distribution 
cost reports. Red figures-- written in red ink-- representing the wasteful practices 
that steal profits -- these are the only reds with which business need be concerned. 

And concerned it is! The war is on against red figure distribution 
methods throughout the business world. It is a war not only to lessen the red 
figures but to annihilate them. The reds must go. 

Business has mustered its modern weapons -- information -- data -- educa- 
tion--science. For red figures cannot exist if ignorance does not persist. 

Hence the pressrooms of America’s business papers are vibrant with the 
hum of battle. The news and editorial staffs advance to attack distribution 
costs. Here is a wasteful sales method! Turn the information guns upon it. 
Here is a too expensive marketing practice! Down it by airing its stupidity. 
Here are other practices that shoot up the selling expense of an industry. 
Fight them until they are relegated to a well-deserved limbo. 

All’s active on the business front--for there the trade press is--and 
there it always has been. Independently it fights the ran 
reds of business. By disseminating information -- by ON Aff y xo 
peppering its trade with authentic data-- by bombard- 
ing the die-hards who fight progress in industry, it | THIs SyMsoL identifies an 
battles in the very vortex of the war against reds. 43? paper... It stands for 

And for this help business rewards its press "sb ‘non, paid circulation; 
with paid, audited circulation of known quantity and ae a weed 

‘ ; caput ; and editorial standards that in- 
kind, thus making the trade publication alogical mar- sg. . eader interest... These 
ket place wherein advertisers may effectively and are the factors that make a 
resultfully display their wares. valuable advertising medium. 








Tue ASSOCIATED BusINESS PAPERS, Inc. 
FIFTY-TWO VANDERBILT AVENUE: NEW YORK CITY 


+ + + + + 

Me publication is a member of the Associated Business Papers, Inc. . . a cooperative, 

non-profit organization of leading publications in the industrial, professional and merchandising fields, 
mutually pledged to uphold the highest editorial, journalistic and advertising standards. 
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Price and Value 


HEN buying Tubular and Clinch 

rivets you get just about as 
much as you pay for. Don’t accept 
rivets of the cheaper grade even 
though price concessions are attrac- 
tive. You cannot afford to sell rivets 
that are brittle because cheap rivets 
mean a one-time sale only. Our rivets 
may cost a few cents more but they 
are worth a great deal more—they’re 
dependable. 


Pacific Coast Representative 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


Oipproved / 


————by the keenest 
buying brains in the country 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


































‘The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 

} Jubular and 
Chinch Rivets 
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A WORD TO THE WISE 
HARDWARE DEALER 


FIRST, READ THIS LETTER: 


Department of Industrial Arts for Boys 











New Bedford Public Schools (hae . 
“In October, 1927, you sent us three No. 1018 Silvér Steel hack-saw = wy: a 
blades. ‘ Hi ft 
“It gives me great pleasure to report that these saws have solved our prob- ge ’ {is iy WE 
lems. “One of these saws ran steady for a school year, cutting Zi \ 
all kinds of angle iron, pipe, soft and hard steel and other ma- ZZ) Ze wns 
terials. Previous to adopting your saws, we were breaking BD yy KS" 
three or four saws a month of other makes. I 4, £-\\e 
am glad to say that our expenses for hack-saw \) & Py 
blades are reduced to a minimum. Z Yj Ly WW = G? 
| appreciate and thank you for your kind tye is aw SS . 
cooperation.’ ~ Z Ss 
Signed: G. E. Kilpatrick 2H 
Z “THE 
The above record OS J in - Ze BLADE 
speaks for itself. W77 eee WITH 
—$yys es |i} THE 
é : Lf : 
SF SS < fp), . acto 
WM 3 AW Y = —_ END 
\) WY si" \ S YZ EZ 





~ Hi “Mh it ‘i aN t ZA —E — 


\ nla y AY “ro . 
i Re wi we y laaG 
a ae "i i Ff a 
At\s \ \Y N —— . \ 
ee eZ } Ulf AWN | = 
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SILVER STEEL HACK-SAWS—SPELL PROFITS FOR DEALERS 


Any saw manufacturer can advertise their So dealers interested in downright dollars 


hack-saws as being the best but it’s what the — and _cents profits will not consider this just 
actual user says that counts! And that’s why 
the wise dealer will stock Atkins SILVER : 
STEEL Hand and Power Blades. They’re in 8€t further and complete details at once! In- 
demand by users who want the best. formation will be sent to you promptly. 


another advertisement. But instead, they will 


Write nearest branch listed below. for 
Atkins’ SILVER STEEL Hack-Saw Sell- 


ing Plan 
E. C. ATKINS & COMPANY 
Home Office and Factory: Indianapolis, Indiana Canadian Factory: Hamilton, Ontario 
Branches 


Atlanta New Orleans Chicago Portland San Francisco 
Memphis New York Vancouver, B. C. Seattle 














WHAT THEY SAY 


GREENFIELD, Mass.— “I might 
say that I enjoy reading Harp- 
WARE AGE and believe you are 
putting across a real message to 
the dealers throughout the country 
and compliment you upon the high 
standard of this magazine.” 

(Signed) C. L. BEECHER, 
Sales Manager, 
Goodell Pratt Co. 


SYDNEY, AUSTRALIA— We are 
glad to say that HARDWARE AGE is 
reaching us regularly, and as some 
of the topics discussed relate to 
our own problems, the copies are 
read with interest. 

(Signed) W. E. FISHER, 
John Danks &€ Son Pty. Ltd. 
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To the Merchant 
who knows his hardware... 


Every piece of hardware 
stamped with the name McKinney—long 
known as “The Jewelry of the Home’’—has 
distinctive features which can be merchandised 
best by one of wide knowledge and experi- 
ence in hardware... As a consequence, we 
feel that the hardware merchant who has 
made hardware his life work and who enjoys 
the respect of his community is best fitted of 


all retail outlets to sell McKinney products, 


President 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home 


STRAP, T AND BuTT-HINGES; NON-MonrtTISE 
BuTT-HINGES; MCKINNEY FORGED IRON 
HARDWARE ; GARAGE HARDWARE AND PADLOCKS 
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~ We're On the Up Grade—Let’s Go 


By LLEW S. SOULE 


N the opinion of many business and _ financial 
experts, the crisis of the present business cycle 
has already been passed. 


That we are in such a cycle, no one doubts, al- 
though there is an impression in the minds of many 
people that it started with the stock market break 
of last October. As a matter of fact, it started 
some time in June, 1929, with a recession in several 
lines; a recession reflecting a trend which had been 
predicted by economists at the beginning of that year. 
The break in the stock market merely focused at- 
tention on the situation with an abruptness which 
brought out prominently the psychological side of 
the question. 


As a result, the natural progress of the cycle was 
speeded up and the crisis point was reached sooner 
than the economists had expected it would be. That 
makes it probable that recovery to a normal level 
will probably occur in the early months of summer 
rather than at a later period, which economists had 
predicted. The recovery should begin to manifest 
itself in the spring with a gradual improvement 
throughout the following seasons, so that the year 
as a whole will show a fairly good record in the 
aggregate. This assumption is based on the funda- 
mental soundness of our business structure, which 
has definitely been proved. 


Just how quickly complete normal recovery will 
be an established fact depends largely upon the atti- 
tude of business men—including retail merchants. 
The usual quiet period of the present time will be 
quieter than usual; spring activity may be a little 
slower in getting under way. But—we are on the 
up grade, with the big valley definitely behind us. 


What should be the policy of the retail hard- 
months? 


ware merchant during the next few 


First—He should go out strongly 
for business which requires effort 
to obtain, but which can be obtained. 
The urge for the better merchandise 
he has to sell is as great as ever. 
The means to immediately gratify 
that urge may be confined to a 
somewhat fewer number of people, 
but the loss of buying power has 











been greatly exaggerated. There is plenty of money 
for necessities, and a good big portion for items 
which range above the necessity class. 


Second—Every hardware merchant should push 
his so-called luxury lines. Selling effort properly 
applied will in most cases sell as many such items 
now as ordinary sales methods did in the early part 


of 1929, 


Third—Every hardware merchant should strong- 
ly encourage the modernization of homes, stores, 
factories, etc., and should actively look for the sales 
incident to repair work. He should base much of 
his appeal for this type of business on the preser- 
vation of property values. This includes painting, 
reroofing, and refencing jobs, as well as improve- 
ments which involve the replacing of obsolete hard- 
ware with newer types. 


Fourth—He should push sales of labor-saving de- 
vices, particularly on farms, since farmers as a class 
are in better financial condition than they were in 
some of the peak years. 


Fifth—He should encourage the construction of 
homes and the financing of home builders through 
his local banks and building and loan associations ; 
cooperative effort can do much to hasten such con- 
struction, and thereby build business for the usual 
quiet period. Just as many people want to build 
homes now as ever did. Outside capital for financ- 
ing increased home building is gradually becoming 
more available, and there will be plenty of it later 
in the year. Encourage the use of local funds now 
and get the jump on other localities. 


Finally, he should plan his selling campaign for 
the year, and do the preliminary work now in order 
to be definitely ready for the increase of business 

as it appears. 


If he does these things, and in 
addition keeps his merchandise stock 
in condition to adequately care for 
the business he develops, 1930 will 
be for him a profitable year, with 
the promise of a still more profitable 
year to follow......... LET’S GO. 








oe 





ATL SP. yt Sit, OE IOS 





EROS eT 











The three-window front of the Henry Brown model hardware store at the Indiana Convention 


HENRY BROWN PORTRAYED IN 


INDIANAPOLIS AS— 


The Master Hardware Merchant 


ENRY BROWN, that per- 
sonification of the average 
hardware merchant with the 
average load of average troubles, 
was portrayed at the Indianapolis 
gathering of the Indiana Retail 
Hardware Association, Jan. 28-31, 
as the Master Hardware Merchant. 
Henry is no stranger. His self- 
analysis at the Boston Congress two 
years ago was also a self-indictment. 
He found many things wrong with 
his own methods. The full report 
of Henry’s conviction of himself ap- 
peared in Harpware AGE in the 
July 3, 1928, issue. Last year, in 
Oklahoma City, Henry studied the 
needs and wants of the “Smith Fam- 
ily—Consumers,” and again found 
himself somewhat lacking in modern 


His Model Store at the 
Indiana Retail Convention 
Demonstrates Up-to-Date 
Lay-Out and Merchandis- 
ing Methods — Manufac- 
turers’ Jobbers Cooperated 


merchandising. The text of this 
study appeared in full in HARDWARE 
AGE issue of July 4, 1929. 

Hoosier Henry Brown, as por- 
trayed in Indianapolis at the State 
convention, challenges the mythical 
Henry Brown of the last two N. R. 
H. A. Congresses, and should in- 
spire a new hope in the business 
careers of all hardware merchants. 

Conceived and carried out by the 
Indiana Retail Hardware Associa- 
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tion, with the necessary help of a 
group of cooperating manufacturers 
and jobbers, this concrete example 
of what a modern hardware store 
should be left an impression on 
retail minds at the Hoosier capital 
that seems sure to uplift hardware 
practice for a long while to come. 
Those who saw this demonstration 
of up-to-date merchandising believe 
its influence is bound to have a high- 
ly favorable reaction. 

Daylight itself could not have 
been brighter than the electric illu- 
mination that eliminated every 
shadow from the Henry Brown 
Model Hardware Store. Thirty feet 
wide by a hundred feet deep, its 
cheery interior offered an insistent 
invitation to come in and shop for 








x 








HARDWARE AGE for FEBRUARY 13, 1930 








wuire TIN & 








——+-— - 





J wisuinG | 





MACHINES I I 


SHOW 
WINDOW 





PYREX FLASHLIGHTS 


& 
GLASSWARE | 





& 
GATTERIES 





























| ] 5! smu 39 SMALL a | 
| } HOUSEHOLD wouscworin | 2 
| 3 GOoDs GOODS é | 
| .———— = 
z 
2 




















[ 
z= s 
| : : 
Q 
zs 28 g 
$8 BE ES 'g § 
—_ a | la —— 
| 2 “a Sr Fisuinc [99 necessoRY | SO | 15 [ 51 iow pace [S35 wan covaten ] oO 
nat (TEMS |e | |= | ITEMS pecans & accattes | 
Fs 
2 
; 88 ELECTRIC 
D | eerRotratoe farmers ee 
5 OOr I = Ens PSSEP EES : = 
iT | 
fi 
POACKETS 


hardware. Its three plate-glass show 
windows, constituting a modification 
of the modern, approved type front, 
were set in a supporting frame of 
drawn bronze. The rest of the front 
was imitation brick, with panels at 
the base to represent black marble. 

In the left window was arrayed 
a well-balanced selection of electric 
supplies. Spring items for the lawn 
and garden were shown in the mid- 
dle window, glassed in on three 
sides. Guns and ammunition teased 
the hunter from the right window. 
Each of these three front displays 
evidenced the admirable restraint of 
the skilled window trimmer. Care 
was taken to see that they were not 
cluttered up with too much mer- 
chandise. They 
were planned to 
attract, not to 
confuse. 

On the left, 
immediately in- 
side the store, 
stood two elec- 
tric washers and 
one ironer, con- 
spicuous enough 
but taking up 
little — space. 
Then came 48 
feet of wall 
shelves and 
ledges, half of 
which was filled 
with an orderly 
showing of 


paints, varnishes neta a 






and brushes. Electrical appliances 
and housefurnishings occupied the 
remainder of the wall space on this 
side. 


Anoruer 48 feet of wall fix- 
ture began at the front and ran half- 
way back on the opposite side of the 
store. A floor display of golf clubs 
and another one of fishing rods 
came first, just back of* the right- 
hand window. In the first wall case 
section, guns, ammunition, baseball 
and tennis supplies were shown. 
Mechanics’ tools, builders’ and gen- 
eral hardware followed. Then came 
the seed department. 

One course of open display tables 


THE INTERIOR WAS LIGHTER THAN BROAD DAYLIGHT 
With 24 hanging globes in the store and 29 recessed reflectors in the window ceilings, the fishi tackle: 
total wattage was 11,550. Picture shows the open displays and right-hand wall fixtures nies 2 ie a 
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Floor plan of the model store of Henry 
Brown, at Indiana Hardware Convention 


ran down the center of the store. 
In regular practice, two rows of 
tables, instead of one, would be 
used, but extra room had to.be pro- 
vided for the heavy convention 
traffic; on Tuesday night it was 
estimated that no fewer than a thou- 
sand persons inspected the model 
store between half-past six and 
half-past nine. 

Ten tables and a combination 
wrapping counter and nail bin, ar- 
ranged in two open islands, consti- 
tuted the table display unit. Island 
No. 1, toward the front, was made 
up of six tables. The foremost of 
these, transverse, was a cutlery 
showcase, with electrically lighted 
display space beneath. The second 
table, to the 
right, carried 


automobile and 
bicycle acces- 
sories; second, 
left, glass oven 
ware; third, left, 
batteries, flash- 
lights, etc.; rear, 
transverse, small 
electric _acces- 
sories. 

Island No. 2: 
Front, trans- 
verse, electric 
lamps; second, 
right; low- 
priced _miscel- 
lanies; third, 
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Cutlery was featured in the foremost showcase, with electric appliances in the brightly 
illuminated recess beneath. 





How Henry’s place looked in the rear: Floor goods, model bath room, rdcks, office 
and radio department. Up-to-date wire cloth and oil cloth racks and cutters were 
included in the store equipment. Below: Looking forward over the wrapping counter. 





right, wrapping counter and_ nail 
bins beneath; second, left, low- 
priced small housefurnishings ; 
third, left, low-priced miscellanies ; 
rear, transverse, electric accessories. 

That wrapping counter served as 
the “strategic capital” of the whole 
store, for there Henry Brown had 
his plans laid for one last chance 
at the customer’s buying impulse. 
Nearby were displayed items in 
popular demand, which might easily 
draw the customer’s eye while the 
clerk was wrapping up his original 
purchase. The strategy lay, of 
course, in the likelihood of the cus- 
tomer adding one or more compan- 
ion purchases to the package before 
leaving. 

Back of the rear island were the 
wheel goods and other floor mer- 
chandise; back of that, the oilcloth 
rack and cutter; then the wirecloth 
rack and cutter. On the rear wall 
steel goods were neatly racked. An 
up-to-date rope dispenser stood 
near. A model bathroom occupied 
the left-hand corner at the rear, and 
across the store from it was the 
office, about two feet above the floor 
level. Here were the desk, safe, 
filing cabinets, etc. Near the mid- 
dle of the store, on the left side, 
was a showing of vacuum sweepers, 
with a few square feet of green 
carpet for demonstration ; then bird 
cages and the stove department. 

Nearly all the tables were 
equipped with bulb-edge glass par- 
titions. Instead of wooden rub-rails 
on the ledge displays along the wall 
cases, glass rub-rails were provided 
in frequent instances in order that 
the outside items shown, many of 
them small, might be visible. 


Provision was made for pric- 
ing all items displayed on the tables, 
although the price tickets were not 
filled out; each merchant, in actual 
practice, would do that for himself. 
“Talking signs” on metal stands 
served as guides to all sub-depart- 
ments. Departmental signs were 
used on top of the wall cases to 
denote the class of goods shown and 
stocked below. 

Twenty-four large X-ray globes, 
in three rows of eight, were sus- 
pended from the ceiling, which was 
of metal. Each globe had a lighting 
strength of 300 watts. In the ceil- 

(Continued on page 100) 
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This window display of the 
Frank J. Stahl Hardware Co., 
Lansing, Mich., was a delight 
to every little girl who saw it 


HOW ONE 
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HARDWARE DEALER APPEALS 


TO “ 


OST hardware dealers who 
take on toys meet with 
little trouble in stocking 

playthings for boys; all the hard- 
ware man has‘to do is to throw his 
mind back to his own boyhood; 
natural masculine instinct, perhaps 
with the help of a good traveling 
salesman who knows toys, does the 
rest. 

But when it comes to buying for 
girls, the hardware merchant’s in- 
stincts are of little assistance. It is 
then that he had better call on the 
women of his household ; what they 
tell him about little girls’ playthings 
~ is likely to be of practical value. 

That is what Roland Popken did. 
The Popken Hardware Co., Oak 
Park, IIl., has been handling toys 
four years. Each year the toy se- 
lection is a little wider in cange than 
it was the year before. But Mr. 


Popken admits he felt somewhat at 
sea in buying “dolls and doll things” 
until he consulted his wife. 

She had ideas about dolls that he 
was able to use in his business. 
“Yes, the doll trade is just as de- 
sirable as the rest of the toy trade,” 


says Mr. Popken, “but I found it 
harder to tackle at first than almost 
anything else I have tried here in 
the store. I didn’t know anything 
about dolls. However, I appealed 
to my wife, and she helped us out. 

“For Christmas we stocked thirty 
good-sized dolls to sell at an average 
of $4 each. There are many 
wealthy people here in Oak Park, 
and it is fairly easy to sell high- 
grade goods. Our most expensive 
doll is priced at $10. From that fig- 
ure the prices run on down to $2.50. 

“Because of the dolls’ dresses, 
which are of excellent quality, we 
have to display them inside a show- 
case. Nearly everything else we 
carry is out in the open, where it 
can be handled as well as seen. Each 
doll says ‘Mamma.’ 
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Our interesting family of 
dolls delights nearly every little girl 
who comes in. We bought more than 
a hundred dollars’ worth of dolls 
for the holiday trade. Our dolls and 
doll things constitute an important 
section of our toy department 


LITTLE WOMEN” 


“We entered the pre-Christmas 
season with ten doll carriages, rang- 
ing in retail price from $19 down 
to. $5. We bought nothing but qual- 
ity carriages. We stocked a dozen 
doll houses, retailing at $3 each. 


,Our stock at Christmas time in- 


cluded bassinets and high chairs for 
dolls. 

“Games go as well for girls as 
they do for boys. We carry plenty 
of games; not too many, however. 
Somebody’s uncle or aunt often 
comes into the store in a hurry, 
looking for something to pick up 
for a niece or a nephew. Games at 
75 cents to $1.50 then come in 
handy. 

“Nearly 
Christmases, so to speak, the real 
Christmas and his birthday. That’s 
one reason why toys sell readily the 
year ’round. We are not afraid 
of our stock of dolls and other 
playthings. If they don’t sell for - 
Christmas, they sell other 
time, providing we keep them out 
in plain sight—which we are care- 
ful to do.” 


every child has two 


some 
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HOW AN ACTIVE PART IN 


of the Stubbs Hardware Co. 

offers a splendid example of the 
important factor active participation 
in sports plays in contributing to 
the success of an outstanding sport- 
ing goods department. Sportsmen 
are especially enthusiastic about 
dealing with a fellow sportsman 
who talks their language and can 
understand their pronounced likes 
and dislikes. The favorable effect 
of this factor -is often wunder- 
estimated, but remember that this 
is a day of specialists, so it is natu- 
ral that sportsmen seeking sporting 
goods or equipment would prefer to 
purchase it from a sportsman. 


I N Savannah, Ga., the new store 


Ons STUBBS, president of the 


firm which bears his name, is one of 


the leading sportsmen of Savannah. 
He is president of the Isaac Walton 
League, a former commodore of the 
Motorboat Club, and a charter mem- 
ber of the Forest City Gun Club. 
His diversified sports activities have 
accordingly widened his friendships 


The large photos at the top of these pages show the new Stubbs store front, in Savannah, Ga. 


among sportsmen in each of the 
groups mentioned, and an active 
part has provided much helpful and 
reliable information conducive to 
increased business. The interest he 
has always maintained in sports was 
no small factor in making a new 


Below is a complete view of the entrance showing the island windows. 
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SPORTS 


store necessary to care for the in- 
creased business and in providing 
the resources required for the con- 
stfuction of the modern quarters. 


Te new store, located at 121- 
123 Congress Street, West, was 
formally opened recently with a spe- 
cial celebration. Music and refresh- 
ments were provided and _ special 
vrices on a variety of sporting goods 
and hardware was an additional at- 
traction. John W. Hartsook, of the 
Atkins Saw Co., entertained during 
the opening with a series of hand- 
saw concerts. J. C. Franklin, of 
the Remington Arms Co., demon- 
strated the products of their manu- 
facture. 

Large modern display windows 
make the Stubbs Hardware Build- 
ing very attractive from the out- 





side. Two large, deep windows 
occupy either side of the front, 
while two smaller “island” windows 
are located one behind the other in 
the center of an especially wide 
entrance. The interior is well ar- 
ranged, modern fixtures are em- 
ployed, and the commodious sales- 
room occupying the first floor is 
exceptionally well lighted. The 
business offices of the firm are lo- 
cated on the mezzanine, and the 
motor and gun repair shops are on 
the second floor. It is the intention 
of the firm to provide quarters for 
a Sportsmen’s Club on the second 
floor, where sport lovers may con- 
gregate to smoke their pipes and tell 
of their prowess. 


l \ S the firm was only established 
in 1923, the growth of the concern 





AYS DIVIDENDS 


has been truly remarkable. From 
a small beginning, due to the appli- 
cation of sound business principles, 
an interest in sports, and through 
establishing a reputation for cour- 
tesy and service, the business has 
developed rapidly, and a staff of 
employees has grown from one to 
eight men. In addition, two travel- 
ing salesmen represent the firm in 
South Carolina and Georgia, where 
it is the authorized distributor of 
Johnson outboard motors and boats. 

The officers of the company are 
Otis Stubbs, president; J. M. 
Stubbs, vice-president; Miss Lois 
Ryals, secretary and treasurer, and 
A. R. Lawton, Jr., assistant secre- 
tary and treasurer. FE. T. Wilson 
will have charge of the sporting 
goods department, and J. J. Moore 
will head the Johnson motors de- 
partment. 
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Professional and ama- 
teur teams are focus- 
ing public attention 
on hockey, the fast, 
thrilling winter game 


Right: A display of 

hockey items by the 

Popken Hardware Co., 
Oak Park, Ill. 


Artificial ice rinks are sta- 
bilizing the seasonal 


sport and making possible 


more sales of skating and * 


hockey equipment. 
Skates, shoes, gloves, pads 
and various protectors, 
sticks, pucks, sweaters and 
socks are part of the line 
required. 


A profitable winter line 
for the hardware man. 





HOckKEY IS HERE 


TO STAY 


OCKEY, the thrilling winter 
H sport that but a short time ago 
was almost unknown in the 
Middle West, has become so popular 
that it has opened up an entirely 
new field of business, and one large 
Kansas City, Mo., hardware store, 
which prides itself on having a fine 
sporting goods department, has sold, 
in the two short years since the great 
indoor ice rink opened, over 3000 
pairs of the high priced hockey and 
fancy figure skates. “Skates on 
shoes,” if you please, for this middle 
western city is indulging itself in 
winter sports and enjoying itself to 
the utmost. 
The opening of the ice rink or win- 


ter palace for hockey and ice skating 
has revolutionized winter sports in 
Kansas City, and the hardware stores 
are cashing in on this opportunity to 
sell skates and more skates in a sea- 
son that begins about the middle of 
September and lasts until the first 
of April. 

“We sold 250 pairs of skates just 
before Christmas this year,” said 
John Creegan, manager of the sport- 
ing goods department of this wide- 
awake store, “and these were for 
Christmas gifts alone and do not in- 
clude the skates that we have sold 
since the rink opened in the fall. 
It is a business that has grown rapid- 
ly and we believe it will continue to 
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I N this instance Ham- 
macher, Schlemmer & 
Co., New York, devote 
a whole window to 
winter sporting goods 


grow. Why scarcely a day goes by 
that we don’t sell at least two or three 
pairs of skates on shoes. 

“The kids are just crazy about 
skating and the grown-ups are not far 
behind them. 

“I am surprised sometimes at these 
young school boys and girls coming 
in here and buying really expensive 
skates, but we carry only what we 
consider the very finest skates made, 
and we feel sure their parents know 
that when they buy these skates they 
are getting their money’s worth. 

“Some of our salespeople are 
skaters and some are not, but they 
are all carefully trained salesmen and 
each is required to have a thorough 
and complete knowledge of his stock. 

“In selling skates, each salesman 
must be prepared to advise the ama- 
teur whether he should have hockey, 
racer or fancy figure skates, and since 
we carry what we consider to be the 
very best skate on the market, he 
must be able to explain to the cus- 
tomer that the runners are of ex- 
ceptional hardness, that they have ex- 
treme tensile strength and _ great 
elasticity, and that they are guaran- 
teed to hold a keen, smooth, razor 
edge and stay sharp longer. 

“He must show them how the 
leather shoe is of good weight to re- 
sist cold and strain, and that the skate 
is strongly and lightly built of alumi- 
num with vanadium tool steel run- 
ners. 

“We carry just one make of skate, 
and that one is so good that when 
it is sold it says sold,” went on John 
Creegan. “Why, among all of the 


skates that we have sold, over 3000 
pairs, we have had only two pairs 


come back. One had the shoe cut 
by the runner and one pair had a 
runner bent. 

“The skate-on-shoe type of skate 
is not considered the luxury it once 
was when the winter season would 
often pass with scarcely a chance to 
use them, but this type of skate is 
considered really a necessity, as every 
one wants to own his own skates and 
the long season created by the in- 
door rink gives the owner ample time 
to use them and to get the real value 
out of them. 
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O UR experience is that we sell 
twelve pairs of hockey skates to one 
pair of fancy figure skates, as the 
latter are greatly in the minority. The 
hockey skate is considered to be more 
of an ‘all purpose’ skate, and there- 
fore we find it much more popular. 

“The increased interest in winter 
sports and the enthusiasm in regard 
to skating has been furthered by the 
hockey games, which draw great 
crowds. Professional skaters brought 
here from Minnesota and Canada— 
experts who have played hockey all 
of their lives—play scheduled games 
at Pla-Mor, as the great ice palace 
is so suitably named. They have for 
their opponents skilled teams from 
Tulsa and other nearby cities where 
ice skating has been revived or made 
possible through the building of simi- 
lar indoor ice rinks, where ice is pro- 
vided for skating six months in the 
vear. 





“We find that a line of accessories 
should be carried also, as with the 
men’s and boys’ skates we usually 
sell one or two pairs of wool hose. 
Our line of woolen gym hose is very 
popular with skaters, and we sell a 
quantity of them, and warm sweaters 
as well.” 

“Girls seem to prefer a woolen sock 
to be worn over their silk hose. These 
must be either in very bright colors 
to match their sweaters or coats, or 
they must have very brilliant and 
colorful tops. 

“So we have found that it amply 
repays us to carry a nice line of 
sweaters and hose with our other 
skating equipment. It is a simple 
matter to sell them with the skates, 
and our matched sets in all-wool, in 
rust, red, blue, green, cardinal, black, 
burgundy and white have been very 
much in demand. Sweat shirts are 
in great demand, too. They are less 
expensive than the all-wool garments 
and equally popular with both men 
and women. The more colorful they 
are the better they sell. They come 
in reds, blues, greens, yellows, pure 
white and combinations of brilliant 
colors. When worn with hose to 
match, they make a brilliant picture. 

“The young school boys apparently 
see in themselves future champions 
of the hockey rink, for they are all 
good customers for hockey sticks. 
Each boy buys his own stick and 
practices industriously wherever he 
is permitted to use it. Each pond, 
lake and icy bit of sidewalk or road 
is the practice ground for these chaps. 

“These hockey sticks range in price 
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from 65c. to $3.50 and we have found 
that if we are going to carry skates 
we must carry the hockey sticks too, 
for we receive a great many calls 
for them. 

“The sale of skates is increasing 
right along,” Mr. Creegan stated. 
“We sold as many or more the second 
year as we did the first. Of course, 
in a city of 500,000 people there is 
an immense crop of new customers 
coming on each year. The boys 
and girls too young or too little last 
year may be very eager purchasers 
of a pair of skates this year. Skates 
for the school boy and girl or for 
the average customers range in price 
from $7 to $7.50. Better skates are 
$10, racers are $12. Fancy figure and 
half-rockers sell for $15. Then there 
are still more expensive skates for 
hockey players costing around $20. 
The average price paid by the hockey 
players for their skates is about 
$13.50. 
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S TORES carrying equipment for 
the hockey player find a demand not 
only for sweaters, but for jerseys, 
regular paded hockey pants, with 
reeds of fiber stitched into them, long 
heavy woolen hose, shin guards and 
chest or body protectors. 

“Then there are hockey gauntlcts, 
heavily padded and some are made 
with reeds in the cuffs. These ap- 
pear so clumsy that we wonder how 
the player can swing his hockey 
stick, but we worry unnecessarily, for 
the thick gaunlets are none too heavy 
to protect the wearer’s hands, and he 
handles his sticks with remarkable 
skill and accuracy. 

“It takes good displays to sell these 
goods, good window trims and good 
interior displays, good merchandising, 
distinctive advertising and good 
salesmanship, as there are regular 
sporting goods houses to compete 
with. 

“We opened our department with 
what we considered ample stock, and 
the sales have been amazing to us. 


We were among the very first to lay 
in a complete stock of the shoe type 
of skate, and it has been very profit- 
able to us. 

“Ordinarily, the sporting goods de- 
partment of a store gets a little dull 
in January and February. It is too 
early for baseball and fishing and not 
warm enough for golf, but now it is a 
rare day that goes by that we do not 
sell at the very least two or three 
pairs of skates.” 
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Ploceey is also becoming very 
popular in Chicago and vicinity. As an 
example let us digress at this junc- 
ture to hear what one of the leading 
hardware merchants in Oak Park, IIL, 
a Chicago suburb, has to say with 
regard to this up and coming winter 
sport. 

Roland Popken, of the Popken 
Hardware Co., Oak Park, IIll., is a 
basketball player. Five years ago he 
joined his father, Ben Popken, in the 
operation of the business. His preju- 
dices naturally lean toward basket- 
ball. Despite that, ice hockey is get- 
ting more and more of his attention 
—and their sporting goods depart- 
ment shows it. Mr. Popken says: 

“Ice hockey will soon be as popu- 
lar in this part of the country as 
basketball, therefore one of our best 
winter sports. Two years ago I 
played in the international Y.M.C.A. 
basketball tournament in Toronto, 
Ont. I was on the Oak Park team. 

“One night about five hundred per- 
sons, an average crowd there for that 
sport, saw our basketball game. The 
next night we went to see an ice 
hockey game. Ten thousand people 
attended. If the present tendency 
keeps up, hockey will be just as popu- 
lar in the States before long. 

“Two years ago the Blackhawks, 
Chicago’s ice hockey team, had a hard 
time attracting more than a handful 
of spectators. But things have 
changed. Last Sunday night there 
was an attendance of 8500 at a hockey 
game in the Chicago Stadium. (Later 


14,000 -people saw a hockey game 
there. ) 

“We can tell the difference in our 
sporting goods department. The 
hockey players get out just as soon 
as they can find ice to skate on; our 
skate season started early in 1929. 
The call is mostly for sticks and 
pucks. We get 25c., 50c., and 75c. 
for our boys’ hockey sticks, and 50c. 
for a puck; which is the rubber disk 
that takes the place of the battered 
tin can in the old-fashioned game of 
shinny. Our best stick sells for 
$2.50.” 

No hardware store is really com- 
plete unless it has a sporting goods 
department. It is primarily a man’s 
store, and no other store is better 
adapted to do a business in sporting 
goods than the hardware store. 

The hardware man well knows that 
he is losing a very nice business if 
he does not incorporate a sporting 
goods section into-his store. 

It gives him a live department when 
business is dull in other lines, and 
if he carries sporting goods, his line 
should be complete, for people like 
to get completely equipped all in one 
place. 
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Y ov are just as well entitled to 
these profits as your competitors, and 
you have a much happier, more con- 
tented corps of sales people if they 
are busily engaged in making profit- 
able sales. 

And if this sport is becoming so 
popular in cities like Chicago, Fort 
Worth, Dallas, Tex., and Los An- 
geles, where they never see a bit of 
natural ice from one year’s end to 
the other, just think of the field there 
is for sporting equipment of the win- 
ter variety North of the Mason and 
Dixon line where ice and snow “just 
grow” in everybody’s back yard. 

The wave of popularity of “winter 
sports” is opening a new industry, 
and the hardware dealer should hop 
in the band wagon and not be left 
behind. 





PLAIN ENGLISH SELLS BETTER THAN “TRICK” NAMES 


Some manufacturers apparently 
never heard of “the path of least re- 
sistance.” Their products bear names 
which only the initiated can even pro- 
nounce. Their advertising -is utilized 
in an effort to teach people the pro- 
nunciation of - meaningless words, 
rather than to sell the product. Mrs. 
Consumer is confronted with an allur- 


ing picture of something that appeals 
to her and a name that would. puzzle 
a cross-word puzzle expert. Does she 
hustle out and buy the article? She 
does not. She dreads the superior 
look of. the sales person when she 
attempts to pronounce the name ‘the 
way it is spelled. Meanwhile she 


yields to the possessive urge created 


and buys some similar product with a 

plain English name. Why hamper 

a good product and good advertising 

by tying it up with a “trick” name? 
+ >: & 


The buyer chooses straight, smooth 
roads. He leaves the detours to those 
who sell. 
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MAXIMUM WHEEL GOODS SALE 
FROM MINIMUM SPACE 


OW to. con- 
serve space and 
still achieve 
good display is a con- 
stant study with the 
management of the 
Wolff-Griffis Hard- 





ware, Inc., Wilmette, 
Ill. “For instance.” 
says E. E. Griffis, “it 
takes a good deal of 
room to show off 
wheel goods when dis- 
played in the ordinary 
way. Yet there is 
money in wheel goods, 
and we are determined 
to show them every 
business day of the 
year. Certainly, it 
doesn’t pay to keep 
them out of sight or 
reach. 

“To string them 
along the floor clut- 
ters.up the aisles. To 
range them along the 
topmost shelf at the 
side of the store keeps 
them in sight, to be 
sure, but nobody can 
reach them readily. 
Neither of the former methods is 
satisfactory to us. So we have 
built a double-deck rack for wheel 
goods around one of our pillars, 
toward the rear of the store. There 
they take up little room and are 
within easy reach. And nobody can 
get the idea we don’t handle such 
merchandise the year around.” 

The ‘top deck of this rack or 
double table is 4 ft. high and 6 ft. 
square. Its only support is the pil- 
lar that runs up through the mid- 
dle; to this pillar it is clamped in 
such a way as to permit lowering 


square. 





BUILT AROUND A PILLAR, THE UPPER DECK CAN BE RAISED 


OR LOWERED 


These display decks make it possible to display wheel goods in the 
Wolff-Griffis hardware store every day in the year. 
solidly braced beneath and clamped firmly to the pillar. 
The lower deck is eight and a half feet square 


or raising the deck to whatever 
height may be desired. This deck 
is solidly braced beneath. It is 
sturdy throughout and will carry 
many display pieces. 

Eight and a half feet square, the 
lower deck rests squarely on the 
floor. No dirt or dust can collect 
beneath it. The heavier items, as 
a rule, are shown here. On these 
two decks built around this pillar 
two or three hundred dollars’ worth 
of wheel goods can easily be shown 
throughout the year. 

In the opinion of Mr. Griffis, this 


The top deck is 
It is six feet 


display arrangement 
not only saves space, 
but sells more goods. 
He says: “It is ad- 
vantageous to have all 
the different units of 
wheel goods we carry 
as close together as 
possible. Frequently I 
have seen a customer 
come in to buy a cheap 
little wagon. 

Alongside it he 
would see a_high- 
grade velocipede, or 

perhaps a more expen- 
sive wagon. Before 
he knew it he was 
buying the better ar- 
ticle in preference to 
the cheaper one.” 
Plenty of variety is 
offered the customer 
in the wheel goods 
shown on this double- 
deck rack or table. 
3icycles, sidewalk 
. bikes, scooters, small 
automobiles, _ veloci- 
pedes, wagons, kiddie- 
kars, doll carriages, 
infants’ strollers, etc., 
are constantly displayed. If it 
were not for such an arrange- 
ment, it is probable that this firm 
would not find it practicable to 
show this class of merchandise day 
after day. 

This same plan might well be 
used by other dealers throughout the 
country. It could be used for the 
display of other items of a lighter 
nature where there is a pillar of 
smaller size. The bottom end of a 
staircase rail presents opportuni- 
ties for displaying lighter wheel 
goods. 
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SPACE 


sells goods 
in the next 
six weeks 


Keep Something 
Definite on the Ad- 
vertising Calendar 


in March and April 


Outline of plan to 

keep featured items 

in ads and the cor- 
rect follow up 


By GUY HUBBART 


HERE is one certain and sure 

I way to get people to respond 

to newspaper advertising dur- 
ing March and early in April: 

Feature at least one timely or sea- 
sonable line in each advertisement, 
and at least three typical items from 
the line. 

By “featuring” two things are 
meant : 

1. Giving the line or item enough 
of the day’s space to make it stand 
out forcefully. For example, if a 
40 inch space (4 columns by 10 
inches) is used, the featured item 
should be set in from 4 to 8 inches, 
a tenth or a fifth of space. 

2. Giving the item a large, snap- 
py headline, a cut or picture, and 
enough copy description to bring 
out the selling points of the item 
and all its points of quality or value. 
These two points as simple as they 
may seem are as important as win- 
dow displays, neat counters, care- 
fully grouped goods and attentive 





salesmanship. And the reason is 
that featured items catch the eye, at- 
tention and interest of 10,620 cus- 
tomers more than items that are not 
featured. Also they lead the atten- 
tion to less featured items in smaller 
space and type. They are, in other 
words, bull’s-eyes for whatever 
space is used for the day or week. 

The above refers to any time of 
year. But in March and April, due 
to increased buying activity normal- 
ly on all seasonable lines, space 
draws almost twice as strongly as in 
any other month. And other fea- 
tured items draw accordingly. 

Besides the purely bull’s-eye ef- 
fect of a featured item, it has two 
other effects, both worth careful at- 
tention. 

First, the featured item draws 
over a longer period after publica- 
tion—that is brings in sales after 
the first effect is gone. Simply be- 
cause it makes a deeper impression 
on whoever needs the item. 

Second, and of great importance, 
a featured item attracts a wide vari- 
ety of customers, regular, casual, 
rich, poor, and so on, and those with 
a wide range of needs. This point 
alone is worth any extra time or 
effort required to think up a fea- 
ture, for the more an ad sells the 
less it costs. 

Naturally, the store using two or 
three ads a week will get better re- 
sponse in proportion from featured 
items than the one using space only 
once a week or every two weeks, 
especially in larger centers, and in 
newspapers of larger circulation. 
But the principle holds good for the 
small town and the small newspaper, 
for March is March and April is 
April, no matter what the size of 
the local population. And the force- 
fully displayed item does its work 





wherever people live who need hard- 
ware. 


Getting the Most Out of 
Your Ads 


Now some practical suggestions 
for the merchant who wants to get 
the most out of his ads. 

Notice the selections of items in 
box. These five groups are recom- 
mended as leaders or featured 
items. They are grouped by the 
week for the sake of illustrating 
how to use them by the week. There 
is no reason why they cannot be 
utilized by the day (if space is used 
that often) or on any other kind of 
schedule. 

Also, if local conditions are at 
variance with the lines suggested 
for each week they can be moved 
forward or back from one to two 
weeks. For example, “garden tools” 
business picks up earlier in some 
geographical locations than others. 

The main idea is that these items, 
and others of which they are typi- 
cal, move well in March and April 
when consistently advertised. 


How to Use the Groups 


The groups each are lettered by 
“a” and “b” as a guide to making 
up a selection of items for a simple 
ad. This way: Those lettered “a” 
are general lines, and the sugges- 
tion is that they be used as the basis 
for selecting items for a given week, 
and those lettered “b” are the items 
that should represent the line, that 
is, under “lst week” of March are 
(a) garden tools and carpenter tools 
with (b) three items—spading fork, 
turf edger, and brace and bit. If 
three ads a week are used, these 
three (or similar) items should be 
featured one at a time. Or, if only 
one ad is used, make the feature out 
of the three items or any two of 
them. 

Another use for the chart as it 
stands is a guide or pattern for mak- 
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FIRST WEEK 
(A) 


Garden tools 
Carpenter’s tools 


Brace and bit 


SECOND WEEK 
(A) 
Yard and garden supplies 
Sporting goods 
(B) 


Fishing tackle 
Lawn mowers 
Cultivators 





THIRD WEEK 


Oil heaters 
Repair supplies 


House cleaning goods 
Kitchen utensils 


DURING MARCH ano APRIL 


Every Hardware Advertisement Should Carry 


a Featured Item 


Here Are Five Groups of Typical Lines That Always Get the 


Customer’s Attention 


(A) 


4. Wrenches 


(B) (B) plies 
Spading fork Sines and clacks 7. Hammers 8. good p gree pee goods 
Turf edger Wire and fencing 10. Screens, screen- 11. Be ting an EZ, -aundry sup- 
ing oils plies 


Nails, bolts, screws 


FOURTH WEEK 


(A) 


1. Clothes reel 
2. Electric iron 
3. Vacuum cleaner 


(B) 


Paints and polishes 
Clothes wringers 
Washing machines 


FIFTH WEEK 
These are advertised items from first four weeks 


1. Garden hose 2. 


5. Paint and sup-6. Tool grinders 


GROUP AND SINGLE ITEMS 
Companion combination for specialized ad. 


Suggestion—Half of space in ad. 


to be featured 
8. 


3. Builders’ hard- 


ware 


Chicken wire 


4. Galvanized tubs 
5. Washboard 

6. Clothes wringer 
7. clothes pins 
with 


Mop buckets, etc. 








Use this chart as a guide to your spring advertising p!an 


ing out other lists for use month 
after month as a “tickler” or guide 
for “next week,” and so on. The 
store, in making such a chart, can 
put eight to ten lines under “a” and 
20 to 30 items under “b.” Dates 
of insertion should be checked oppo- 
site the letters, and in some cases 
the amount of space. 

Under the heading “5th week” are 
listed 12 typical items, mostly se- 
lected from the lines under the four 
weeks. These are review or repeat 


items, meaning, no matter how 
often during the month they have 
been featured, some of them should 
be repeated in current ads, some- 
times as featured or particularly 
displayed items, other items merely 
represented in space. 

For good combinations, items that 
go well together in a single ad read 
down, beginning with numbers 1, 
2 and 3; for good week after week, 
or ad after ad, serialization begin 
at numbers 1. 4, 7 and 10, and read 


across to the right. Thus (for com- 
bination), garden hose, wrenches, 
hammers, screens in the same ad; 
or for features for three consecu- 
tive ads—garden hose, chicken wire, 
and builders’ hardware. 

This chart fits March and April 
and can easily be recast for May 
and so on. 

The real idea is—feature timely 
items; have a plan or schedule and 
follow the plan for better adver- 
tising results. 











Guy Hubbart’s articles on hardware store advertising appear alter- 


nate weeks in Hardware Age. They are a reliable guide. Follow 


. them regularly. . 
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THE TRAVELING SALESMAN 
—His Human Side 
by SAUNDERS NORVELL 


r | NHE traveling salesman is very human. If he were 
not so human, he would not make a good sales- 
man. Cold-blooded, selfish, egotistical, “high- 

hatters” do not get very far in the fraternity of com- 

mercial tourists. When one has been a traveling sales- 
man, when one has had all of their faults, when one 
loves them for just what they are, then it is not possi- 
ble to write about them sympathetically without giving 
offense. I know some heads of houses and even some 
sales managers who have never traveled and have never 

sold any goods. Possibly a friendly article from a 

former traveling salesman might give some of these 

heads of houses and sales managers a better angle on 
the salesman’s human psychology. 

Once I heard a distinguished and successful hardware 
jobber address his salesmen as “my organized army of 
buyers for our customers.” There was a good deal of 
truth in what this great merchant said. The traveling 
salesman spends his days and his nights with his cus- 
tomers. They are his friends. Their world and his 
world is the same world. A successful traveling sales- 
man has no social life outside of his own wife and chil- 
dren and his customers. 

The orders these customers give him are an evidence 
of their confidence and their good-will. Upon the num- 
ber and size of these orders depends his worldly pros- 
perity. If he secures large orders and many of them, 
his sales are large, and as a result he draws a good salary 
and at the end of the year a very satisfactory bonus 
check. 

On the other hand, many salesmen only visit their 
houses at long intervals. Sometimes, when they do visit 
their houses, they are grouped together in sales meet- 
ings and they have no intimate or personal contacts either 
with the leading men of their company or, in many cases, 
with their own sales managers. Their visits to head- 
quarters are brief. In the large city where their houses 
are located they realize that the world of the large city 
is not their world. They belong in a different world— 
that of their customers. In other words, the successful 
salesman is very close indeed to his customers and fre- 
quently more or less a stranger to his house. 

This article, as I have stated, is written in a sympa- 
thetic attitude toward the salesmen. If my friend the 
buyer is glad when I call, if he extends to me a warm 
welcome, if he gives me a handsome order, isn’t it only 
human on my part to give him the very best I can in 
prices, in goods, and to help him all I can with valuable 
information? This buyer and I are friends. We have 
been friends for years. My success as a salesman in a 
very large measure depends upon the friendship and the 
good-will of this buyer. My house, on the other hand, 
and my sales manager, are frequently not very close to 
me as a salesman. They hammer me for results. I 
know if I do not get the results my name will soon be 
“mud.” Yes, I must admit, it is not surprising, and it 
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is to be expected that the traveling salesman develops a 
friendship and good-will for his customer, that amounts 
in many cases to a very deep affection. 


Now. if this salesman is working with his customer 
as against the customer of the other fellow, it is not 
surprising that this salesman should desire in the utmost 
bottom of his heart to give his customer every possible 
advantage, so his customer can get the business. 

Out of this human relationship between the salesman 
and the customer usually there develops a situation that 
is exceedingly dangerous to whole industries. Some sales- 
men are so devoted to their customers that they are 
willing to give them every inside advantage, regardless 
of the welfare of their own houses. Some salesmen feel 
that as the customer takes good care of them it is their 
duty to take care of their customer by giving him the 
best inside prices they have. Amiong salesmen there are 
even a few suffering from exaggerated “big head” who 
are willing to pass out cut prices freely, because doing 
this indicates how big they are, and they can do some- 
thing that their competitors cannot always do. “Hello, 
Bill. What have you got good to offer us today?” Now, 
Bill cannot afford to say that he hasn’t anything better 
to offer than the other fellow, so Bill takes the customer 
aside and whispers in his ear. This makes Bill a big 
man. He has inside prices or information that the sales- 
men of the other houses are not permitted to have. 


Tus very humanity of the salesman leads him to take 
the sidg of his customer as against the welfare of his 
house by hunting up every cut price he can find in the 
territory. When he hears of a cut price his ears wiggle. 
He is like a trout jumping for a fly. Here is something 
he can grab and write about to his house. Somebody 
here is cutting the price. He knows all about it. Here 
are the facts, and along comes the order with an extra 
five. ; 

Now, this might be all right if the salesman in putting 
over the cut price did not neglect to gather all the facts. 
I have known salesmen to “bite” at old letters shown 
with the date turned down. I have known salesmen to 
“bite” at old invoices, printed as new invoices, in which 
the date of the invoices had actually been changed with 
the typewriter. The point I am making is that smart and 
experienced salesmen would not fall for this sort of 
thing, unless they had back in their hearts a desire to 
fall. They want to put over the cut price so they are 
hunting for some basis to break the price. 

Then, of course, there are well-informed salesmen 
who know everything that is happening in their terri- 
tory. They are the most interesting to the buyer. A sales- 
man who has not heard of any cut prices on any par- 
ticular line of goods is rather dull and stupid, but if a 
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salesman can whisper to a buyer just what his competi- 
tors are doing in the way of passing out an extra five, 
then his visit is exciting and stimulating. Of course, 
there are some salesmen who dig up this information 
and pass it out from dealer to dealer. 

Then what happens? Every merchant is “hell bent” 
to meet the price. He is not willing to wait and have 
the facts investigated. He is not willing to have some 
of these weak-kneed salesmen shown up. No, sir, he 
intends to protect his trade in his territory, and so before 
the poor manufacturer can even investigate, the prairie 
is set on fire, and soon there is general price conflagra- 
tion. 

What happens? The goods are sold at an extra 5 
and then a 10, then a 2% then a 5 and 2%. The jobber, 
of course, cannot make any money at such prices. There- 
fore, he removes this particular line of goods from his 
profit list and discontinues giving the traveling salesman 
commission on these goods. This certainly does not help 
Mr. Salesman. 


Tue jobber having passed along his cut prices to the 
retailer, this gentleman decides that a nice advertisement 
with the cut prices in the morning paper would add to 
his volume of sales. So in goes the advertisement at the 
cut prices. This leads to a war all around the neighbor- 
hood among the retailers on these goods. Then, after 
the war starts and there is no profit in the goods, then 
the retailer meets the jobber salesman with the remark: 
“These goods do not pay any profit. Therefore, I do 
not propose to carry this line.” This, of course, does not 
help Mr. Salesman. ; 

Now, what is the answer to all this? I learned this 
answer long ago when I was in business for myself. We 
gave our salesmen a catalog full of costs. They were 
intrusted with the making of prices. They were told 
that we depended upon them to protect our interests. At 
the end of my first year in business, as the head of this 
house, I remember distinctly instead of having a profit 
there was a very beautiful loss. Somehow, our loyal 
and faithful salesmen had sold our goods at prices that 
were entirely too low to their customers. I had a very 
pleasant time explaining this loss to my banker. For- 
tunately for me, this banker, after reading me a lecture 
on the subject of volume without profit, did not call his 
loans, and allowed me to go ahead. The next day there 
was a revolution in our catalog department. We put in 
selling prices without costs. We decided on that par- 
ticular date that in the future and as long as we were in 
business to make our own prices at headquarters, and 
see that our goods were sold at our prices. We loved our 
salesmen, but it dawned on us that they loved their cus- 
tomers ‘more than they loved us. So each salesman re- 
ceived a new catalog, and business proceeded as usual, 
and at the end of the year, with a considerable increased 
volume when the returns came in, we found we had 
made a very satisfactory profit in our business. The 
story has just as much point today as it had then. 

What is the answer? Establish your own prices. 
Mark your own catalogs. Insist on your salesmen get- 
ting these prices or retire from your services. No one 
is more interested in the traveling salesman than myself. 
No one admires his good qualities more than I do, but if 


I happened to hold stock in a business where the travel- 
ing salesman was making all the selling prices for the 
business I would sell every share of that stock at the 
first opportunity. When a salesman is given a catalog 
with the selling prices and is expected to sell goods at 
these reasonable prices, then selling becomes a matter of 
real salesmanship. When a salesman is given the liberty 
of making his own prices, then salesmen always degen- 
erate into “price cutters.” If you do not believe in what 
I have to say in this article, put out a maximum and 
minimum price. Try to sell goods at two prices. How 
long will it be before your lowest price is the universal 
price? Every merchant who has any experience in busi- 
ness knows this to be a fact. Therefore, we have the 
saying that the minimum price given to salesmen always 
becomes the maximum, and all these things, let me say 
in conclusion, are just as they should be. 

Then, just another thought. The house or the sales- 
men who think they can give secret rebates and get away 
with it are simply candidates for a padded cell. No mat- 
ter how slick a scheme, it is always found out and ex- 
posed. Your salesman pays out cash. Cash is supposed, 
like dead men, to tell no tales, but this salesman some 
day resigns and goes with another house, and then he 
tells the story of the cash transactions. Thirteen may be 
sold for a dozen, but the wise clerk who fills the order has 
got to tell what he knows, and the cat is out of the bag. 


O NCE upon a time a manufacturer’s salesman dropped 
in to see me, and told me of a far-reaching cut-price 
plan that was being put under way by our leading com- 
petitor. I was astonished at the plan. “Where did you 
get this information?” I inquired. “Well,” he replied, “I 
am very friendly with the young lady who is a stenog- 
rapher in that house, and last night I took her to dinner 
and she told me the glad tidings.” That day I worked 
the telegraph wires to all of our salesmen until they 
were hot. We forestalled the deep laid plan of our com- 
petitor, but since then I have often thought of that pretty 
stenographer who loved to tell an interesting story. 
2 


Last, but not least, every manufacturer, every jobber, 
every traveling salesman, every retail merchant should 
realize their responsibility to the industry in which they 
are engaged. If your industry is fn a healthy condition 
you will be prosperous. If, however, your industry be- 
comes demoralized by reason of these secret cuts in price, 
or by other small advantages taken over competitors, 
you, yourself, in the long run are going to suffer far 
more than you gain by the temporary advantage of 
increasing your sales by questionable methods. The 
merchant, no matter whether he is big or little, takes 
upon himself a very grave responsibility when, regard- 
less of the hard work that is done by others, he decides, 
like Samson,,to pull down the house on the entire in- 
dustry as well as himself. 

In the future, I believe, this responsibility will be fixed 
and houses and salesmen who are careless of the welfare 
of their industry as a whole will become well known to 
the trade at large. Such salesmen will find it exceed- 
ingly difficult to secure positions, while such houses will 
find manufacturers giving them a very wide berth in 
making their sales connections. 
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Vy OF ALL FARM FENCE 
is. WorTHLESS 


This market will assert 
itself if dealers will 
make it a point to em- 
phasize that good 
tight fences are essen- 
tial for most efficient 
farm results. Read the 
accompanying article 
and learn the facts 
about the enormous 
potential fence market 


RELIMINARY returns from 
P: comprehensive survey, started 

by the Farm Fence Institute a 
few months ago disclose the fact 
that at least one-third of the farm 
fence now in service is absolutely 
worthless. This startling disclosure 
shows that a huge _ replacement 
market exists at present for hard- 
ware dealers who will cultivate the 
fence market with aggressive mer- 
chandising methods. 

In Indiana, one of our leading 
agricultural states and well known 
as one of the “best-fenced” States 
in the Union, we learn that Prof. 
E. C. Young, of Purdue University 
found that ten per cent of the fence 
on thirty choice farms was worth- 
less, and that he was quite correct 
in surmising that “the situation on 
the average farm is undoubtedly 
much worse.” This is borne out by 
the accompanying table which in- 


dicates the fence situation on the 
average farm to be nearly three 
times worse, showing that 27.8 or 
about one-third of the fence is best 
described as worthless. 


F ARMERS have neglected fenc- 
ing during the last ten years and 
many farms are sorely in need of 
adequate fence protection at the 
present time, according to Prof. 
Young, who after making a thor- 
ough investigation of the situation, 
said “On thirty good farms: in the 
best agricultural area in Indiana, 
about half as much fence has been 
built per year since 1920, as was 
built per year during the previous 
ten-year period. About ten per 
cent of the fence on these farms 
is now worthless and much more 
will become so, as the fence built 
from 1910 to 1920 becomes worn 
out. Undoubtedly the fence situa- 
tion on the average farm is much 
worse. This is the process by 
which capital is withdrawn from 
farming. It is a slow process. We 
have been at it ten years and the 
process is still continuing. On many 
farms, the withdrawal of capital has 
proceeded about to the limit. “In 
other words, many farmers will be 
forced to replace worthless fence 
in the near future for they have 
neglected it, until they can put it 
off no longer. 


Iy the survey previously men- 
tioned, the method was to take rep- 
resentative areas in several States, 
ranging from scatter individual 
farm, groups of farms, and school 
districts up to whole townships. In 
all cases the number of farms and 
their location is sufficient to furnish 
a reliable “picture” of fence condi- 
tions in that particular State. For 
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the States of Indiana, Kansas, Mich- 
igan, Minnesota, Nebraska and 
Ohio, this bird’s-eye survey has 
been completed and the summary of 
results can be observed by referring 
to table reproduced in connection 
with this article. 

For the purpose of this analysis, 
the designation “good” means fence 
in all stages of preservation, at 
which, it is capable of serving its 
original, intended purpose with rea- 
sonable repair costs. The term 
“poor” as used in this instance, ap- 
plies to fence which no longer can 
be depended to turn stock without 
an excessive amount of repairs. 
“Poor” fence has reached or passed 
its useful, economic life, and is in 
need of immediate replacement. 
Therefore, the column headed ‘To- 
tal per cent of poor wire” is the one 
of prime interest to every hardware 
dealer who has fence to sell and 
would welcome increased activity in 
his fence department. 


Win the single exception of 
Osage County, Kansas which has 
26.3, the State of Indiana has less 
“poor” wire than any area surveyed. 
Notwithstanding that the Indiana 
percentage of “poor” fence is 27.8 
it can still contend for the “best 
fenced” honors as 86.6 per cent of 
its fences are of woven wire. This 
is the highest woven wire percent- 
age on the list and compares to 30.5 
per cent for Osage County, Kansas. 
It is interesting to note that the 
latter county lives up to its name by 
showing almost 20 per cent or one- 
fifth of all farm fence in the county 
is of the “hedge” variety. 

In Saline County, Nebraska 35.2 
per cent of the farm boundaries are 
unfenced. Of the remainder only 
16.5 per cent of the fence standing 
is of woven wire, and nearly one- 
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half of that is worthless. This 
denotes that few Nebraska farmers 
have farms well enough fenced to 
employ that seemingly lazy, but real- 
ly efficient method of corn harvest 
known as “hogging down.” The 
facts with regard to the fence situa- 
tion in this particular county imply 
that it is more than mere coinci- 
dence that it has but one hog to 
every 42 acres of land. With more 
than a third of its farm boundaries 
unfenced, five-sixths of its fence 
barb wire, and two-thirds of :all 
fence past repair, this county would 
appear to offer a well-nigh virgin 
territory for the fence dealer. In 
contrast to its low per-acre popula- 
tion of livestock, it is significant to 
note the livestock figures for the 
Kansas county that shows the low- 
est percentage of poor fence. 
Osage County, Kansas, has a hog 
for every 4 acres instead of 42; a 
cow or steer for every 5 acres in- 
stead of 16; and a sheep for every 
3% acres instead of 132. In poul- 
try there is no great difference be- 
tween the two counties, but in the 
other two members of the famous 
“cow, sow and hen” prescription for 
agricultural prosperity, Saline coun- 
ty is woefully deficient. This rela- 
tion between the type and condition 
of fence and the amount of livestock 
is worthy of careful consideration. 


Of course, there are some incon- 
sistencies, such as Michigan with 85 
per cent woven wire and only 33 
per cent of poor wire having but 
one bovine to 13 acres and a hog to 
seven. In contrast, Minnesota with 
only 53 per cent woven and 44 per 
cent poor wire has a bovine to every 
5 acres and a hog to every 1.6 acres. 
However, when geography, soil and 
climate are taken into consideration, 
we find that even these inconsist- 
encies largely disappear. 


L: may be mooted whether farm- 
ers are neglecting their fences be- 
cause they are getting out of the 
livestock business, or whether they 
are abandoning livestock because 
they no longer have fences good 
enough to take care of stock. While 
theoretically the former may seem 
more plausible, an actual study of 
conditions substantiates that the lat- 
ter assumption is nearer true. This 
is especially so of tenant farmers, 
whose stock raising is at the mercy 
of the fences, which the landloard 
provides. 

Although the column “Total of 
poor wire’ has been mentioned as 
of prime interest to the hardware 
merchant, as denoting an immediate, 
in fact urgent market, it is by no 
means the whole market. Barb wire 










































































has its uses as an adjunct to woven 
wire, but by itself, it means nothing 
to hog or sheep raising. Wherever 
these animals are or should be 
raised, all barb wire, regardless of 
its condition, should be replaced or 
combined with woven wire. The 
same can be said of rail, hedge and 
most stone fences. Consequently, 
the fence market consists of the 
total percentage of all the afore 
mentioned kinds plus the per cent 
of poor woven wire. 

Thus, the replacement market be- 
comes in per cent of present fence 
roddage: Indiana, 32 per cent: 
Osage county, Kansas, 79.3 ; Dickin- 
son county, Kansas, 78.7; Trego 
county, Kansas, 97.5; Michigan, 
36.8; Minnesota, 59.1; Saline coun- 
ty, Nebraska, 91.6; Lancaster coun- 
ty, Nebraska, 71.8; Otoe county, 
Nebraska, 85.6 ; Ohio, 47.8 per cent. 
Certainly, the saturation point for 
fencing materials is a long way off. 
Yet this, or at least the “poor” part 
of it is only the natural sequence 
to the neglect of farmers to re- 
place unserviceable fence. The 
market will not again assert itself 
until it is awakened until dealers 
make it a point to stress the fact that 
good tight fences are absolutely ne- 
cessary for efficient farm results. 
The percentages previously men- 

(Continued on page 102) 











FENCE SURVEY BY ‘STATES 
SHOWING KIND, EXTENT AND CONDITION 
pore AVERAGE notown | BARB WOVEN _ [ToraL% 
STATE | Somer Smee Ss tone cn (TIN ae 
INDIANA | 2298 | 17016 192 (1418 10.1 866 %5 (09 [099.2 | 68. '86! 278| 194 692 9.6 | 48 [6 
KANSAS , | 2480 |15560 207 1295) 381 305 |Souits 3.0 |216]165 |207 98 263 400 515 58. (47 | 335. 
DicninsonCo,| 2120 12880 |177 1073 450|302 "335 155 |183 268213 90, 358/125|275| 43/392. 
Treco Co. | 3200 | 14320 | 246|1101 950/47 | 9.4 |550/400| 2.5 (22/424 179 133) (7.7 300. 
MICHIGAN | 4687 34286 104, 76414 50/91 [21 | 94/682 228/332 79 141 174) 2. 136 
MINNESOTA | 2943 d cou 155 |1037 457534, 68 137 |322) 409 124] 446 286 94. 8.1 78 216. 
NEBRASKA] 1033 4320 172 720 834 165 | (382); 24.1 |589) 84 79 | 668. 106 41/13 43” ‘287° 
pamemees | Oe "3500 115 | 584 497 508" 244/137 [36 782 223 584 130 166, 5.1. 341 
| OTOECo.| 840 3940 140 658 757. least [a2 22455. wa [101] 605 80 | 370 | 
OHIO | 1631 |12678 | 126 974 192 740 Zs 109111 |81 |522|218 29) 85 | 59 10. 2 213. 
Note — fact that the more livestock 
the smaller the percentage of ‘poor’ fence 
% RODDAGE INDICATED INCLUDES JOINTLY OWNED BOUNDARY LINES 
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THIRTY-FIRST MISSOURI CONVENTION HELD 
AT ST. LOUIS 


that of mercantile enthusiasm the recent 

convention in St. Louis of the Mis- 
souri Retail Hardware Association was re- 
garded as one of the best in the history of 
that body. This thirty-first annual conclave 
of the Missouri association was held in the 
New Jefferson Hotel, Jan. 28, 29. and 30. 

Herbert P. Sheets, managing director of 
the National Retail Hardware Association, 
summarized the addresses made at each ses- 
sion. The whole program was built around 
the problems of “Henry Brown, Hardware 
Merchant,” in his dealings with the “Smith 
Family, Consumers.” 

The following officers were elected: E. J. 
Creissen, St. Louis, president; Victor 
Schwein, St. Joseph, vice-president, and 
Frank Warnhoff, Boonville, treasurer. 

Directors for three-year term: L. R. Holt, 
Fulton, and B, Gude, St. Louis; for two-year 
term: J. A. Spillman, Rolla, and George C. 
Eberlin, Hermann; for one-year term: H. E. 
Brown, Trenton, Mo., and William Bahn, 
Cape Girardeau. F. X. Becherer, St. Louis, 
was reelected secretary by the executive 
committee. 

The convention program was briefly as 
follows: Opening session, Tuesday morning: 
Welcome by the president, J. G. Wade; 
“What Do Customers Think of My Store?” 
by L. R. Holt, Fulton; “To What Extent Is 
There Customer Loyalty?” by R. E. Wil- 
liams, Silex, and S. Sullivan, Sullivan; “How 
I Determine Customer Buying Power,” by 
J. M. Campbell, Bowling Green; “What In- 
fluences My Customer to Buy?” by J. A. 
Dorf, Cuba, and J. A. Spillman, Rolla; “Who 
Are My Customers?” by Thomas Heye, St. 
Charles; “Into What General Classes Are 
They Divided?” by O. N. Meyer, Jefferson 
City; “Where Do They Get Their Money?” 
by H. H. Key, Clarksville. 

Wednesday morning session: Report of 
the National Retail Hardware Congress in 
Oklahoma City by E. J. Creissen, St. Louis: 
“Getting More Business from Present Cus- 
tomers,” “Finding and Cultivating New Cus- 
tomers,” “Adding New Lines,” and “Cultivat- 
ing Customer Loyalty,” by Edmund Jaeger, 
Monroe City, and Ben Gude, St. Louis; 
“How I Get Business from Local Indus- 
tries,” “Supplying Schools, Hospitals and 
Other Institutions,” and “Surveying Sales 
Opportunities,” by J. Johnson, St. Louis; 
“What Determines a Merchandising Oppor- 
tunity?” by A. M. Hoffman, Sedalia; “What 
Is a Hardware Dollar?” by J. H. Dickbrader, 
Washington ; “How I Study My Farm Mar- 
ket,” by G. O. Busch, Jr., Union. 

Wednesday afternoon session; “Loss Lead- 
ers and Specials,” by Ward Hamel, De Soto; 


Fits: the educational standpoint and 
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“Modernizing Store and Methods,” by J. 
Dryden Reynolds, Carthage, Mo.; “Planned 


_ Selling and Advertising,” by O. D. Bradley, 


Troy; “Other Hardware Stores,’ “Variety 
and Other Stores,” and “Competition Be- 
tween Towns,” by Adolph Washausen, St. 
Louis, and J. P. Arnold, Edina; “Study of 
Merchandise, Price, Policies, Methods,’ and 
“Buying Backwards to Meet Price,’ by E. 
J. Creissen, St. Louis; “Competition of Com- 
modities,” ‘Competition of Price,’ and 
“Competition of Modern Methods,” by C. 
C. Carter, Carthage, and John A. Morgan, 
St. Louis. 

Thursday morning session: “How I Con- 
trol My Stock,” by William Niehaus, St. 
Louis; “Control of My Expense, Margin, 
Purchases and Sales,” by Louis Frier, 
Louisiana; “How I Measure Up to My Op- 
portunities,” “Knowledge of My Merchan- 
dise and Needs of My Community,” and 
“Is My Store Clean and Well Lighted and 
Merchandise Effectively Displayed,’ by J. 
Geisler, St. Louis; “How My Store Com- 
pares With Competing Stores,” “Keeping In 
Touch With Changing Demand,” and “Train- 
ing and Delegating Responsibility to My Em- 
ployees,” by E. Schoening, St. Louis; “What 
I Conceive My Job To Be,” Responsibility to 
My Customer, My Business, My Employees, 
My Community” and “Are My Business Poli- 
cies Sound, Progressive?” by E. P. Gruend- 
ler, St. Louis, and D. A. Childers, La Grange. 

In his report to the convention, Secretary 
Becherer said: “No wonder we sometimes 
feel doomed—and we are doomed if we can- 
not see farther than past our noses and try 
to beat the big fellow at his own game. We 
are doomed if we depend on sentimental 
appeals ‘to patronize old-time merchant 
friends who helped build the community, the 
schools, churches, good roads and make the 
town what it is today,’ and to demand of the 
legislature or city councils to pass laws 
legislating the chain stores from business. 
We cannot get to first base trying to legislate 
them out of business. 

“Successful merchants are marching with 
the trend of the times and are successful 
because of the fact that they are changing 
their methods of doing business. They are 
dressing up, using modern methods of dis- 
play, marking goods in plain figures on neat 
and clean open-top display tables, making 
their stores inviting to enter. 

“Then they use courteous treatment with 
the customers, selling quality and service, 
making the ‘Smith Family’ feel that his store 
is the best store in town to buy their wants. 
Every successful business, after all, shows 
the vision of one man; success depends on 
the individual.” 
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MOUNTAIN STATES ASSOCIATION HELD 28th 


bracing the States of Colorado, 
New Mexico and Wyoming, 
delegates to the twenty-eighth annual 
convention of the Mountain States 
Hardware and Implement Association 


fy teste ent a membership em- 





J. H. SCHROEDER 
Elected President 


convened at Denver, Colo., on Jan. 
21, 22 and 23. Convention headquar- 
ters were at the Cosmopolitan Hotel, 
and the meeting was a huge success. 
The first two days of the three-day 
session were devoted to hardware 
subjects, while the program on the 
last day chiefly concerned implement 
topics. 

J. Charles Ross, president, Na- 
tional Retail Hardware Association, 
Kalamazoo, Mich.; Hobert R. Beatty, 
past national president, National Re- 
tail Hardware Association, Clinton, 
Ill., and Thomas N. Witten, member 
of the advisory board of the National 
Implement Association and prominent 


hardware merchant, Trenton, Mo., 
were the guest speakers on the pro- 
gram. 


B. F. Early, president, Laramie, 
Wyo., was unable to attend the con- 
vention due to the illness of Mrs. 
Early, and in his absence J. H. 
Schroeder, vice-president, Cheyenne, 
Wyo., presided and called the opening 
session to order. In his opening ad- 
dress, Mr. Schroeder discussed hard- 
ware conditions in general and took 
occasion to compliment trade papers, 
especially Harpware AGE, in particu- 
lar, saying “they are helpful and de- 
serve our careful persusal.” He then 
introduced John Davis, sales man- 
ager, Davis Brothers Drug Co., Den- 
ver, Colo., who spoke on “Present 
Day Merchandising.” Mr. Davis em- 
phasized the need for improved mer- 


CONVENTION 


chandising methods and quoted in- 
teresting figures on a government 
survey of retail and wholesale dis- 
tribution made in Denver in 1927. 
Relative to this, he said in part: 
“There are 89 hardware stores here 
in Denver. Retail hardware stores 
doing a total volume of business of 
$1,792,000, or 1.15 per cent of the 
total business done in the citv. It is 
too bad the figure is not higher. By 





W. W. McALLISTER 
Secretary-Treasurer 


comparison I would like to point out 
that the retail druggists do 4.37 per 
cent of the business done in the hard- 
ware trade. The average sales per 
hardware store in Denver is $20,135, 
while the average sales per drug store 
in Denver is $28,131, or $8,000 per 


store more business annually. 


66 
I [ ERE is an interesting compari- 


son: 58 per cent of the employees in 
retail hardware stores of Denver sell 
merchandise; the balance of them 
take care of the business or the mer- 
chandise or loaf. In contrast, 82 per 
cent of the employees in the drug 
store sell merchandise. Hardware 
store employees are not paid as well 
as the drug store employees. Hard- 
ware employees get 12.63 per cent of 
the annual sales in wages, while drug- 
gists pay their clerks 14.22 per cent.” 

George O. Roberts, vice-president, 
Clovis, N. M., next introduced J. 
Charles Ross and Hobert R. Beatty, 
who were on hand to summarize the 
daily sessions. D. C. Sowers, busi- 
ness research department, University 
of Colorado, outlined the theme of 
John Smith, Consumer; and an ex- 
planation of the subject was pre- 
sented by George O. Roberts. Ted 


Harding, Canon City, Colo., then dis- 
cussed “Where do my customers get 
their money, and who are the ones 
that have money?” Edward Troxel, 
Denver, commented briefly on the 
same subject. 





B. F. EARLY 
Retiring President 


At the afternoon session, Dr. 
Sowers opened the session and called 
upon J. H. Schroeder to discuss 
“What hardware dealers can do to 
increase the demand.” This topic 
induced a lively discussion, in which 
many dealers participated. Woman's 
patronage as a factor in the demand 
evoked considerable enthusiasm, With 
the use of charts, Dr. Sowers illus- 
trated how to arrive at carrying costs 
and, selling costs. The nail situation 
in the Denver territory was then dis- 
cussed at considerable length, with 
special reference to competition from 
mail-order houses. J. Charles Ross 
then summarized the opening day’s 
program and said in conclusion: “I 
think, gentlemen, that the only situa- 
tion that has been discussed in such 
an animated fashion this afternoon 
will straighten itself out. I think the 
best days for the hardware merchant 
are ahead. I said ‘merchant’ fel- 
lows, as there are merchants, hard- 
ware men and dealers. But the best 
days for the hardware merchant are 
ahead, and they are not so very far 
ahead either. There is to be a weed- 
ing out. And what is true of the 
hardware situation is true of practi- 
cally every other branch of business; 
it is true of the jobber; it is true of 
the manufacturer; it is true of the 
chain stores, and it is true of the 
mail-order houses.” 

Vice-President George O. Roberts 

(Continued on page 71) 














70 HARDWARE 


AGE for FEBRUARY 13, 1930 











ees 





aru 


ove. 


Se Pi OT Oe al 

















G. F. SHEELY 


CHAS. C. BRYAN 
Secretary Retiring President 


A. G. HAYDON 
New President 


I. O. REINOEHL 
Ist Vice-President 





WM. EMRICH, Jr. 
2nd Vice-President 


INDIANA DEALERS HOLD 3Ist CONVENTION 


T the thirty-first annual conven- 
A tion of the Indiana _ Retail 
Hardware Association held in 
Indianapolis, Jan. 28-31, all four ses- 
sions were planned around this theme: 
“The Challenge of Our Opportuni- 
ties.’ Every speaker on the program 
was a hardware merchant and con- 
tributed out of his own experience 
to the informative discussions. 

At the final session the following 
officers and directors were elected: 
A. G. Haydon, Rushville, president: 
I. O. Reinoehl, Kendallville, first vice- 
president, and William [mrich, Jr., 
Indianapolis, second vice-president. 
Directors: L. M. Pletcher, Delphi; 
A. S. Gronemeier, Mount Vernon, 
and Ralph David, Logansport. Secre- 
tary G. F. Sheely was reelected. 

The convention and exhibit were 
held at the State Fair Grounds. 
Dealer attendance and morale were 
both good. Keen interest was shown 
in the exhibits. The entertainment 
committees extended warm hospitality 
to the retailers and their ladies. 
Thursday night in the Riley Room of 
the Claypool Hotel a dinner-dance 
was given, with President Charles C. 
Bryan as toastmaster. 

Intensive, profitable selling is the 
key to mercantile success. This 
thought was stressed in the opening 
address of President Charles C. 
Bryan, Tipton, Ind., who said in part: 
“We are in a period when profit must 
be made through quick turnover, a 
period when real brains are necessary 
to run a business successfully. We 
have just observed a crash in Wall 
Street, with hardly a ripple in indus- 
try, dividends being paid as usual, 
often larger than in 1928.” 


In introducing “The Smith Family, 
Consumers,” Secretary G. F. Sheely, 
Indianapolis, said that Henry Brown, 
typical hardware retailer, must adapt 
his services to their needs. “Whether 
he does business in the large city or 
the smal] town,” declared Mr. Sheely, 
“Brown must understand the Smiths.” 


iccatiies on the theme of the 
first session, “My Customers,” Thomas 
B. Howell, Richmond, Va., member of 
the board of governors of the Na- 
tional Retail Hardware Association, 
said in brief: 

“It has been found that about 40 
per cent of the merchandise handled 
in the average hardware store does 
not sell readily or is obsolete. The 
man who insists upon selling only 
the old stereotyped lines of hardware 
is doomed to failure. We must en- 
large the scope of our merchandis- 
ing.” 

The theme of the Wednesday ses- 
session was “My Opportunities.” D. 
Wray De Prez, Shelbyville, Ind., said: 
“Let us get more women into our 
hardware stores. In order to do so 
it is necessary to take on more varied 
lines that appeal to women. The day 
of the buggy whip and horse collar 
as typical items of hardware are over. 

“True, we must not give up the old 
substantial hardware lines for which 
there is a real demand. We should 
obey the scriptural behest to ‘hold 
fast that which is good.’ But we must 
make sure that what we continue is 
good.” 

W. I. Brunton, Scottsburg, Ind., 
told how his firm had developed busi- 
ness in the sale of supplies to the 


city and county. “We learned,” he 
related, “that our high school was 
in the market for some lockers. We 
put in our bid and sold them. We 
find that the local authorities prefer 
to buy at home if the local merchant 
displays a real interest. We call on 
the county trustees and sell them 
metal cabinets, chairs and desks for 
the courthouse, as well as other sup- 
plies.” 

Friendliness was emphasized by 
Frank P. Duncan, Gosport, Ind. “To 
your customer,” Mr. Duncan said, 
“your store is like the home of some 
friend. If you visit him and are 
made to feel welcome and are pleasur- 
ably entertained, you want to go 
again. That is the way your cus- 
tomer feels about your store. It may 
not be a place of entertainment, ex- 
actly, but unless people sense an air 
of friendliness in it they are not 
likely to return often.” 

M. I. Virden, Columbus, Ind., out- 
lined his method of meeting mail- 
order-branch competition. “When the 
foundation was dug for the catalog 
house in Columbus,” he said, “the 
same lump came up in our throats as 
would come up in yours under the 
same circumstances, 

“For one thing, I found the mail- 
order store short on salesmanship, 
even if it is long on display. So I 
decided to pound hard on salesman- 
ship. I went outside into the homes 
and conducted an intensive campaign 
on heaters. After the year was over 
I was notified by the factory where 
our heater is made that we had sold 
more heaters of that make than any 
other retail establishment in the 
United States.” 




















HarpwareE AcE for FEBRUARY 13, 1930 71 





J. O. Reinoehl, Kendallville, Ind., 
told how he had increased the earn- 
ings of his clerks and his own profits 
by putting three of them on drawing 
accounts and a commission of 10 per 
cent of their gross sales. 

In his address on “Tilling the Field 
for Sales,” C. E. Bradley, Blue 
Mound, IIl., with the use of charts, 
explained his system of mapping a 
survey of the sales possibilities in his 
territory. 

Lawrence Milligan, Bellefontaine, 
Ohio, spoke on “Gearing Stock to 
Sales Opportunities.” He © said: 
“There’s the warm-blooded side to 
business and the cold-blooded side. 
Both are necessary. In order to guide 
ourselves with a merchandise audit 
we broke our store down into a hun- 
dred or more departments and sub- 
departments. To each we apportioned 
its share of fixed expense. 

‘By an analysis of stock and turn- 
over we ascertained whether the de- 
partment was paying on losing. On 
the losing items we must cut down 
the stock and find out what numbers 
sell most readily. We found out that 
we were carrying forty numbers of 
files and rasps when twenty would 
have done as well, with half the 


MOUNTAIN STATES 


called the Wednesday session to order 
and introduced J. Charles Ross, who 
presented a comprehensive and inter- 
esting discourse on developments that 
have been made in the hardware in- 
dustry in recent years and discussed 
the effect of this progress on the hard- 
ware business of the country. In the 
course of his address, Mr. Ross said: 
“It has been stated by those who have 
made a very careful analysis of thou- 
sands of cases that 85 per cent of a 
man’s business depends upon person- 
ality and 15 per cent on specialized 
training in a given trade or profes- 
sion. I am just wondering how far 
the average person would get today if 
he had the required personality but 
lacked this specialized training and 
failed first to investigate and find out 
definitely the kind of training he re- 
quired. There are other character- 
istics required in business; all neces- 
sary, all valuable, and one’s success 
depends to a large extent upon the 
development of these. They are: 
Knowledge; Truthfulness; Honesty ; 
Thoroughness; Observation; Deci- 
sion; Adaptability and Leadership. 
And the greatest of these are Knowl- 
edge, Honesty and Truthfulness,” 


amount invested. We figure that our 
table space at $30 per table. That 
is necessarily a rough figure, but it 
serves as a fairly safe guide.” 

Veach C. Redd, Cynthiana, Ky., 
spoke on ‘“Mileposts to Profit,” say- 
ing: “Five years ago we had an old- 
fashioned hardware store. Business 
wasn't satisfactory. The chains were 
encroaching. The merchants of our 
town were letting their opportunities 
slip by. 

“The situation made me think hard. 
I learned that in the case of one 
chain organization every time a man- 
ager put in a $5,000 stock he was in- 
structed to invest a like amount in 
fixtures. So we remodeled at a cost 
of $1,261. The results were almost 
instantaneous. 

“Before 1927 our volume had been 
$88,247. After 1928, having re- 
modeled in the meantime, we reached 
a volume of $115,160, an increase of 
$27,000 the first year in our new sur- 
roundings. Our stock turn increased 
from 3.62 to 4.5. 
merchandise when openly displayed 
took wings. 

“Texcept for the fixtures, our ex- 
pense did not increase. We kept the 
same store force. However, we did 


ASSOCIATION HOLDS 


(Continued from page 69) 


Hlobert RK. Beatty was then intro- 
duced and spoke of the changes that 
have transpired in merchandising 
methods, saying in part: “Some of us 
here are studying the merchandising 
trends, and some of us are not. | 
think it was about five years ago that 
I made the statement that inside of 
the next ten years that at least 40 to 
50 per cent of those engaged in re- 
tailing hardware would pass out of 
the picture. I have not changed that 
much. I think I am too high today. 
But why? Because I saw as [| ana- 
lyzed my business that I needed help; 
that the old methods being pursued 
in selling hardware were obselete.”’ 

At the afternoon session, Mr. 
3eatty emphasized the advantages of 
Business Control and explained the 
forms used with charts prepared for 
the purpose. At the close of his ad- 
dress, Mr. Beatty elaborated on dif- 
ferent points which were broached by 
dealers in the audience who were 
very much interested in the plan. 

Thursday morning’s session was 
formally opened by Chairman Schroe- 
der, who introduced J. P. Hart, who 
spoke on Insurance. Thomas N. 
Witten, Trenton, Mo., was then in- 


We found that our . 


turn on the lights. A dark store 
means death to patronage. We ap- 
pealed to the feminine buyer—and 
with success. Last Saturday 591 cus- 
tomers came into our store, and my 
guess is that not fewer than five hun- 
dred of them were women.” 

At the Friday session, Robert Mur- 
ray, Honesdale, Pa., addressed the 
convention on “My Competitors.” At 
the outset Mr. Murray asked and an- 
swered a question: “What is cope- 
tition? It suits my 
fine it as anything that tends to de- 
crease our business or prevent its 
growth. But I can’t imagine a busi- 
ness without competition. Without 
it we would get flabby. It is a healthy 
thing, | think, for us to take the at- 
titude that we enjoy our competition. 

“Nevertheless, we try never to fea- 





purp: se to de- 


ture a highly competitive article. If 
a neighbor dealer is pushing hard on 
some particular line, we push just a 
little harder, if some 
other line. In this way we avoid 


possible, on 


the disadvantage of stiff resistance. 
When a competing dealer features 
washers, that’s your cue to feature 
ironers. We believe in specializa- 


tion.” 


28th CONVENTION 


troduced and discussed the farm im- 
plement situation, with special refer- 
ence to the aims of the National 
Federation of Implement Dealers. 
His address was well received. 
Chairman Roberts called the after- 
noon session to order and turned the 
program over to Bob Patterson, who 
led a discussion concerning some of 
the problems stressed in Mr. Witten’s 
address. Many of the delegates took 
an active part in the interesting dis- 
cussion which ensued. The session 
was briefly summarized by Mr. Ross. 
Upon the report of the nominating 
committee the following officers were 
elected: President, J. H. Schroeder, 
Cheyenne, Wyo.; vice-president, E. 
W. Hanson, Denver, Colo.; vice- 
president, George O. Roberts, Clovis, 
N. M. Directors: Robert L. Patter- 
son, Fort Morgan, Colo., and J. O. 
Turner, Nunn, Colo. Retiring Presi- 
dent B. F. Early, Laramie, Wyo., 
automatically became a member of the 
advisory board and W. W. McAllister 
was reelected secretary-treasurer. 
The new officers then made short 
but appropriate remarks, and after 
announcements by Secretary McAllis- 
ter, the convention was adjourned. 
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TEXAS CONVENTION «2 «2 « «@ 


OUSTON was host to the 32nd 
H Annual Convention of the 
Texas Hardware and Imple- 
ment Association on Jan. 21, 22 and 
23. It had been a long time since the 
Texas dealers had journeyed to 
Houston for their annual get-together. 
The meeting as well as the exhibit 
was held in the City Auditorium. The 
exhibit feature was the largest ever 
had by the association. 

The convention theme revolved 
around the subject of “THE CHAL- 
LENGE OF OUR OPPORTUNI- 
TIES.” The board of directors of the 
association in setting up this theme did 
it with considerable thought. They be- 
lieved that the time had come when 
the retail dealer in Texas must quit 
worrying about his competition, what 
is going to happen to him, and being 
continually on the defence, but 
rather that the best defence is an of- 
fence. Therefore, the program this 
year was a study of how to get the 
Smiths’ business by making a care- 
ful study of business fundamentals. 
The speakers on the program were al- 
most entirely retail dealers or those 
in very close touch with the dealers’ 
problems. 

The Tuesday morning _ session 
opened the convention with invoca- 
tion by Bishop Hay of Houston. 

President S. L. Randlett, Lancaster, 
in his official address told of the work 
of the association and the very good 
year that it had had. He called at- 
tention to the fact that they had a 
fieldman who is spending all his time 
in the field rendering individual ser- 
vice to the members. Many stores 
have been planned and a large num- 
ber of district meetings held. He 
called attention again to the state- 


ment he made at the opening of his 
tenure of office that “every member 
will get out of the association just in 
proportion as he puts into it.” 

Rivers Peterson, editor of Hard- 
ware Retailer, followed President 
Randlett with an address “Why the 
Smiths Buy Where They Do.” Walter 
A. Bowers of the U. S. Department 
of Commerce, who has charge of the 
hardware distribution study which is 
being made in the Southwest, was 
present and gave an outline of the 
work they are doing. The survey is 
covering not only the retailer, but the 
wholesaler as well. 


R e). MURRAY of Honesdale, Pa., 


addressed the Tuesday afternoon ses- 
sion on the topic: “How’ I Handle 
My Competition.” He defined com- 
petition “as anything that tends to 
decrease one’s business and prevent 
further growth.” The competition 
that he enjoyed was furnished by 
local and nearby stores, cooperative 
buying associations, mail order 
houses, chain stores, peddlers, hard- 
ware and other than hardware stores. 
He suggested that the way to handle 
local and nearby hardware store com- 
petition was not to concentrate on 
high competitive lines, but rather pay 
attention to neglected lines or those 
that require technical knowledge or 
skilled service, such as pumps, seeds, 
radios, electric refrigerators, heating, 
etc. 

“Some of the Complexing Problems 
of the Retailer and Jobber,” was the 
theme of Geo. M. Gray of Coshocton, 
Ohio. Mr. Gray said in part: “Too 
many people in the hardware busi- 
ness, including retailers, wholesalers 
and manufacturers are out of step with 
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present day conditions. In my estima- 
tion the weak points of most retailers 
and wholesalers lie within themselves. 
Without question they should work 
together, hand in hand. They must 
know community conditions, must be 
broad-minded not self-centered.” 

Wednesday morning’s session was 
opened with an address by Rivers 
Peterson on the subject: “What Brad 
Found Out at Blue Mound.” Under 
the heading of “Surprise,” came a 
short declamation by Richard Irvin 
of Dangerfield, the son of one of the 
outstanding Texas dealers. In his 
section of the State he has made quite 
a record as a speaker and the dele- 
gates were delighted to have the op- 
portunity to hear him. 

Electricity is being applied to farms 
in Texas at a very fast rate. The 
application of this new type of power 
for farm work is calling for special- 
ly designed machinery. It is desir- 
able that the retail hardware and im- 
plement dealer be equipped to handle 
the needs of the farmer along this 
line. P. T. Montfort, research agri- 
cultural engineer in charge of rural 

(Continued on page 74) 
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POCATELLO WAS SCENE OF NINTH IDAHO 





M. C. BALDRIDGE 
Retiring President 


—< e Challenge of Our Op- 
portunities,” was the theme 
developed at the opening ses- 
sion of the Idaho Retail Hardware & 
Implement Dealers Association which 
convened at Pocatello, Idaho, Jan. 28, 
1930, for a three day session. The 
sessions this year were held in the 
auditorium of the Elks Club. Atten- 
dance was near the hundred mark. A 
large number of practical discussions, 
in which the members took keen in- 
terest and an active part, featured the 
meeting. 

President 3aldridge introduced 
Walter Peterson of the School of 
Music, University of Idaho, southern 
branch, who sang two songs. The in- 
vocation was pronounced by the Rev. 
G. William Barnum. The address of 
welcome was delivered by C. Ben 
Ross, Mayor of Pocatello. Past Presi- 
dent A. E. Thiel responded. 

The first session was opened by 
President M. Claire Baldridge of 
Parma, Idaho. He stressed the im- 
portance of refusing to give way to a 
feeling of panic and of holding to 
conservative, constructive ideas de- 
spite the stock market scare and the 
views of pessimists. He pointed out 
that independent stores are still doing 
over 60 per cent of the country’s re- 
tail business, and foresaw a trend 
from quantity back to quality as man- 
ifested by the present demand for 
color and luxury. 

The report of E. E. Lucas, of Spo- 
kane, Washington, secretary of the 


CONVENTION 
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association, reviewed activities of the 
year. 

J. Charles president, and 
Hobert R. Beatty, past president, Na- 
tional Retail Hardware Association, 
were then introduced. President Ross 
delivered an able address on ‘“Busi- 
ness, Past, Present and Future,” and 
Mr. Beatty reviewed the 1929 Nation- 
al Hardware Congress. 

The special theme for Wednesday 
morning was “My Customers.” 
Claude Bustline, of Bistlines, Inc., 
Pocatello, delivered an excellent ad- 
dress in the course of which he an- 
swered the questions: “How can | 
determine customer buying power? 
What influences my customers to 
buy? What influence has changed 
living conditions upon buying? What 
are my customers’ buying habits?’ 

N. P. Minister of Parma, Idaho, 
was unable to attend. He sent a pa- 
per on the subject, “Relative Import- 
ance of Quality, Price and Service,” 
which was read. This paper stressed 
service as being most important, and 
stated that quality merchandise was 
the best advertisement. 

There followed the general discus- 
sion from the floor, the Question Box, 
and the summarizing address by J. 
Chas. Ross, of the National Associa- 
tion. 


Ross, 


[ \ T noon on Wednesday the mem- 
bers, guests and ladies were enter- 
tained at luncheon, which was given 
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in the Rowanis Room of the Bannock 
Hotel. The Salt Lake Hardware Co. 
and the Idaho Hardware and Plumb- 
ing Co. were sponsors of this pleasur- 
able event. 

As the first speaker on the program 
Wednesday afternoon, C. M. Merrick, 
of Buhl, ably outlined his views on 
the session theme which was “My 
Opportunities.” 

“How to get business from local 
industries,” was handled by Neil F. 
Boyle, of Blackfoot, the next speaker 
on the program. 

J. Charles Ross, national president, 
then spoke on “Getting more business 
from present customers and _ finding 
and cultivating new customers.” 

W. H. Cammerer, of Emmett, de- 
livered a short talk on “Adding new 
lines and cultivating customer loyal- 
ty 

The summary of discussions of this 
session was made by Hobert R. Beat- 
ty, national past president. Mr. Beat- 
ty pointed out that it is not what a 
merchant gets out of a convention 
but what he does with it after he re- 
turns home that counts. He expressed 
it as his belief, based upon his own 
experience, that it is wise for the 
hardware retailer to stock both qual- 
ity and secondary lines. 

A special meeting of the Implement 
Dealers was held at the Bannock 
Hotel on Jan. 29. The implement 
pricing situation was taken up and 
action decided upon. 

The session theme of Thursday, 
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Jan. 30, was “My Competition.” The 
first speaker was J. P. Lord, associate 
editor of the Hardware World, and 
the Implement Record, who spoke 
upon “Advertising, to win the race 
for attention.” In his address Mr. 
Lord urged the dealers to advertise 
consistently, using smaller space in 
every issue of the newspaper rather 
than an occasional large spread. He 
cited the importance of illustration in 
advertising and said that a poor illus- 
tration was better than none. That 
the retailer has an advantage in that 
he knows his customers as no outside 
competitor can was emphasized. “But 
advertising is no miracle worker. It 
can only bring customers into your 
store. After that, it is up to you,” 
the speaker concluded. 

“Competition,” was the general 
theme of the next speaker, H. J. 
Slayton, of Firth. 

Examples of how he has upon sev- 
eral occasions “bought backward to 
meet a price,” were given by A. E. 
Thiel, of Montpelier. 

-xtended discussions from the floor 
and a summary of the discussion by 
Hobert R. Beatty, of Clinton, IIL, 
concluded the morning’s program. 

A Bridge Luncheon was given the 


wives of the hardware men at noon, 
Jan. 30, by Bistlines, Inc., Manning 
and Sorgutz and the M. & M. Hard- 
ware assisted by the S. H. I. P. Club. 

“My Job,” was the session theme of 
the last session on Thursday after- 
noon. 

In a very able address President 
Ross, of the National, outlined his 
views upon what he conceives the 
hardware dealer's job to be. How, the 
merchant can determine if his mer- 
chandising policies are sound, how to 
compare his store with neighborinz 
stores, how to keep in touch with 
changing demands and training and 
delegating responsibility to employees 
were some of the topics treated by 
the speaker. 

Hobert R. Beatty, National past 
president, then took the floor and de- 
livered a well prepared treatise on 
susiness Control. 

Following the general discussion 
from the floor, J. Charles Ross, Na- 
tional President, summarized the dis- 
cussions. He pleaded with the mem- 
bers to do everything in their power 
to protect their interests. He then 
commended the members for their in- 
terest and stated that he was well 
pleased with the attendance at the 


HOUSTON WAS HOST TO TEXAS 


electrification research work in Texas 
and connected with the A. & M. Col- 
lege of that State, presented some 
facts relative to this development. 

The session was summed up by 
Charles I*. Nelson, secretary of the 
Oklahoma Hardware Association, 
Oklahoma City, Okla. Mr. Nelson 
called attention to many instances 
where the trade survey had been 
profitable to dealers. 

The Thursday morning session was 
given over to a discussion of “My 
Stock.” H. W. Nagel, of Cuero, who 
has been practicing unit stock control 
for these many years, brought along 
his records and showed concrete in- 
stances of just how the stock control 
records helped him. B. Sherrod, of 


(Continued from page 72) 


Lubbock, told of how he used unit 
stock control on paint and the profit- 
able results that came from having it. 
Charles F. Nelson, of Oklahoma City, 
told of instance after instance where 
he had found the need of unit stock 
control and which after being in- 
stalled saved the dealers considerable 
money and turn losing departments 
into profitable departments. 

The session was terminated by reso- 
lutions being passed which thanked 
the many agencies for helping make 
the convention a success. The follow- 
ing. newly elected officers were in- 
stalled: T. C. Thompson, Canyon, 
president; J. H. Ewing, Robstown, 
vice-president; Dan Scoates, College 
Station, secretary-treasurer. Board of 








last session, The speaker concluded 
by inviting all the members to attend 
the National Congress at St. Louis, 
the last week in June, 1930. 

It was decided to hold the next 
convention of the Idaho Association 
at Boise. 

The election of officers followed: 
Claude Bistline, of Bistlines, Inc., 
Pocatello, was elected president; W. 
H. Cammerer, of Emmett, vice-presi- 
dent; E. E. Lucas continues as secre- 
tary-treasurer; George Burroughs, 
Jr., of Burley. and A. W. Hedlund, 
Shelby, were elected directors. 

The chief entertainment of the con- 
vention, the annual banquet given by 
the S. H. I. P. Club (Salesmen of 
hardware, implements and paint), 
was a real entertainment. It was 
estimated that around two hundred 
were present. The new officers of 
the “ship” are as follows: J. M. 
Hysmith, the George Lawrence Co. 
captain; W. E. Leppard, The Salt 
Lake Hardware Co., First Officer; L. 
W. Evans, International Harvester 
Co., Second Officer; Earl Jenkins, 
}ass-Heuter Paint Co., Third Officer ; 
J. J. Fitzgerald, Colorado Fuel and 
Iron Co., Fourth Officer. 


CONVENTION 


Directors: Walter Henna, Round 
Roch; O. B. Hocker, Clarksville; 
George D. McCormick, Midland; W. 
C. Timberlake, Texarkana; A. C. 
Toudouze, Sanh Antonio; H. H. 
Tracy, Tulia; H. A. Turner, Madison- 
ville; Lee Watson, Brownwood, and 
l‘red Pfeuffer, New Braunfels. 

The entertainment features of the 
convention were very good. The 
ladies in attendance were given lun- 
cheons, theater parties, automobile 
rides, and shopping expositions. The 
entire group was entertained at a 
dance and theater party on Tuesday 
night and a banquet with cabaret at 
San Jacinto Battle Ground Inn on 


Wednesday night. 


THERE IS NO ECONOMY IN SAVING A NICKEL AND LOSING A DIME 


We recently heard of a manufac- 
turer who became obsessed with the 
idea that cost reduction was the only 
real problem connected with his busi- 
ness. As a result all the systems in 
vogue in his plant were turned topsy- 


turvy. Every man in the plant, from 
day laborer to sales manager, was 
urged to turn his thoughts and ef- 
forts toward means of cutting costs. 
The lowering of production costs took 
precedence over everything else. Then 


—all at once—the management woke 
up to the fact that sales were falling 
off heavily. While this concern had 
been devoting its time to cutting 
costs, competitors had been busy sell- 
ing goods. Profits depend on sales. 
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OKLAHOMA ASSOCIATION HELD 27th 


KLAHOMA CITY, OKLA., 
6) was host to the twenty-seventh 
annual convention of the Okla- 
homa Hardware and Implement As- 
sociation on Jan. 28, 29 and 30. The 
sessions convened at the Shrine 
Temple ard a larger number of deal- 
ers were in attendance than at any 
previous convention. R. S. Goffe, 
Sulphur, was chosen president to suc- 
ceed retiring president A. G. Hoge, 
Oklahoma City, Okla. 
The convention program followed 
the suggested outline and theme pro- 
posed by the national association, with 
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various sub-topics relating to the gen- 
eral ‘subject “The Challenge of Our 
Opportunities.” The opening session 
Tuesday morning was declared to be 
the best initial session in the history 
of the organization. The principal 
speaker at the opening session was 
Carl Dipman, New York, Editor of 
Good Hardware, who had chosen “My 


Customers” as his subject. He was 
followed by F. S. Lamb, Pettee’s 
Hardware, Oklahoma City, Okla., 


who made a very interesting talk on 
“Customer Buying Habits.” All deal- 
er assignments were accepted and the 
meeting proved highly interesting. 
At Tuesday evening's session, R. J. 
Murray, Honesdale, Pa., was the fea- 
tured speaker and presented the theme 
“My Opportunity” to a capacity 
crowd. 

At Wednesday morning’s session, 
the theme was “My Competition.” 
This was ably handled by J. Bob 
White, Enid, who was followed by 
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M. E. O'Neill, Oklahoma City, speak- 
ing on “Cooperation with Supplier.” 
H. I. Schlemmer, College Station, 
Tex., spoke on “Modernizing your 
store and methods.” George Gray, 








R. S. GOFFE 
New President 











Coshocton, Ohio, past president, Na- 
tional Retail Hardware Association, 
talked on the “Problems of the Re- 
tailer and Wholesaler.” 








A. G. HOGE 
Retiring President 


“My Job,” was the theme at Thurs- 
day’s session. This subject was han- 
dled by Scott Kendrick, Flint, Mich., 
who made a very interesting and in- 
structive talk. Great interest was evi- 
denced in Business Control and Unit 
Control. The illustrated talk on 


“Surveying My Trade Territory,” was 
delivered by Rivers Peterson, editor, 
Hardxare Retailer. This address was 
especially interesting as it gave the 
actual story of Bradley's Survey at 
Blue Mound, Ill. 

The following “Merchandising Pro- 
gram for the Hardware Retailer,” 
was read and adopted at the conven- 
tion: “Primarily the job of the 
hardware retailer is to buy and sell 
hardware. To do these things in a 
pleasing manner to the consumer and 
profitable to himself, he must study 
his tasks and consistently apply his 
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First Vice-President 











findings. As an aid to him in the 
performance of his job, this mer- 
chandising program is presented. 

“Buying:—Must know consumer 
requirements in area served, it is more 
important to buy what you can sell 
than to try to sell what you buy. 

“New Merchandise:—As a result 
of changing trends, certain new lines 
are continually coming into consumer 
favor. Search out and add specialty 
lines that will fit into and produce 
profitable business. 

“Price :—Study sales and offerings 
of competitors for popular price levels 
and buy goods to sell at those prices. 


“Relation with Supplier :—Buy 
from few sources, conserve credit, 
effectively employ capital, control 
stocks and give supplier whole- 


hearted cooperation. 

“Selling :—Is retailers big job. To- 
day’s consumers know what they 
want, when they want it, and how 
they want to buy it. To sell effective- 
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ly the retailer must know their re- 
quirements. Define definitely your 
store policies. Everything price 
marked. Cleanliness and efficient il- 
lumination are most important. 

“Salesmen:—Neat in appearance, 
know the merchandise and as far as 
possible develop specialists for spe- 
cial lines. 

“Sales Promotion: — Competitors’ 
prices must be known and met on 
similar lines, but it is better to lead 
than to follow. 

“Advertise :—According to a care- 
fully prepared program, window and 
store displays, should tie-in with ad- 
vertising. 

“Competition, Direct :—Surveys in- 
dicate that approximately 65 per cent 
of hardware retailers operate at a 
profit. It behooves every merchant 
to learn what and how other mer- 
chants are doing. 

“Competition, Indirect :—Hardware 
sold in other than hardware stores 


denotes shortcomings in our own 
craft, or better merchandising by op- 
posing agencies. Such competition 
must be met, but it first must be 
known. 

“Self :—Conscious study of self 
will do much to inspire improvement. 
Definitely plan the conduct of your 
own business—study the program of 
applied activity, adopted by the Bos- 
ton Congress. 

“Management :—The _ solution to 
practically all of the retailer’s prob- 
lems is management. Tirst control 
self and then proceed to other fac- 
tors. 

“Business Control:—Use a business 
control system; such recrods_ will 
prompt special effort to attain the 
quota set and furnish the incentive 
for exercising management. 

“Expense :—Profit depends largely 
upon controlling the expense ratio, 
various expense items should be pro- 
rated to sales and kept within the 
limits fixed. 





“Margin:—Use of control system 
will reveal the adequacy or inadequacy 
of the margin obtained. 

“Profit:—Only by making a profit 
can any business hope to continue. A 
system of control is indispensable in 
charting a course toward the profit 
goal. 

“Stock Control:—Is important for 
three very definite reasons. It serves 
as a guide to buying. It indicates 
what merchandise may be eliminated 
and it enables the merchant to intel- 
ligently proportion inventory to sales. 

“Personnel?—Organize your busi- 
ness to avoid waste of time and ef- 
fort. Develop and train employees.” 

On Wednesday evening, the deal- 
ers and exhibitors were given a 
dancing party at the Huckins Hotel. 
and Thursday evening all enjoyed a 
banquet dance and entertainment at 
the Chamber of Commerce Building, 
through the courtesy of the Okla- 
homa City Jobbers and Manufactur- 
ers Association. 


Suggests Twenty Ways to Trace Retail Debtors 


After pointing out that February, contrary to pre- 


fe) 


9. Follow the clues presented by the movements of 





vailing opinion, is one of the best months of the year 
for collecting retail accounts, the February issue of the 


other members of the family. 


Inquire at the nearest school regarding the children, 
if any, and their change of address. 


Look through the general index of Justice Court suit 
instituted and see the plaintiffs in any of these. 


‘ 
Secure former addresses from old directories and 


Interview the local postman and other postal au- 
thorities for possible forwarding addresses for mail. 


. Try to find what trucking company moved the furi- 


ture and what its records show. 


. Make investigation at places where the debtor was 


Inquire of railroads and other transportation com- 


. Check any possible records at police station in the 


Inquire at the church to which the debtor’s family 


. Try the expedient of sending a dummy express pack- 


age and watch the report made. 


Retail Trade Bulletin of the Alexander Hamilton Insti- 12. 
tute, in a report of recently successful collection devices, 
lists “Twenty Ways to Trace ‘Skips.’”” As it sometimes 
hecomes necessary for the merchant to turn detective 
in order to locate those who have moved without paying 
their bills, says the Institute, the following plans sug- 12, 
gested by a retail credit manager who has used them all question those in the vicinity. 
with success should be borne in mind whenever cases 
of this sort occur: 13. 
1. Interview a number of the neighbors, not just one 
or two. 14 
2. Send a telegram to the debtor’s last known address 
and note the report made by the telegraph company. 15 
3. Inquire at the nearest doctors, dentists, drug stores, formerly employed. 
cobblers, and grocery stores. 16 
4. Try the gas, electric, and telephone companies for panies. 
change of address, credit records, and references. 17 
5. Find out if the debtor belonged to a lodge or club. vicinity. 
6. Investigate the State records of automobile owners’ 18. 
and drivers’ licenses. belonged. 
7. Endeavor to locate records of other property owned 19 
in the city. 
8. Check the chattel mortgages recorded and confer 20. 


with other creditors. 


Secure all data available through the telephone com- 
pany. 
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GOLDEN ANNIVERSARY OF 
RICHARDS-WILCOX 


During the current year, the 
Richards-Wilcox Mfg. Co., 
Aurora, Ill., will celebrate the 
half-century which has tran- 
spired since the well-known 
firm was founded in 1880 as 
the Wilcox Mfg. Co. 

Parlor door hangers were the 
first offering of the young cor- 
poration. “Frictionless” parlor 
door hangers marked the next 
step in their development of 
door hardware. This hanger 
operated on parallel wood rails, 
and at the time was considered 
a definite improvement over 
other hangers then in use. 
}arn door hangers operating in 
the same manner were the sec- 
ond offering. Later, flat metal 
track for house and barn doors, 
known as “No. 31” was evolved 
and received an enthusiastic re- 
ception among the _ building 
fraternity. : 

Roller bearing hangers, ball 
bearing hangers and warehouse 
hangers were the next prod- 
ucts developed and since that 
time the additions to the 
Richards-Wilcox line have been 
numerous and diverse. 





W. H. FITCH 


In 1910 the Wilcox Mfg. Co. 
was consolidated with the 
Richards Mfg. Co., to form the 
firm as it is now known. W. 
H. Fitch was elected Presi- 
dent and General Manager 
when the consolidation was ef- 





fected, and the prominent place | 
the concern occupies in the 
manufacturing field, is largely 
due to his guidance. In the 
latter part of 1929, the com- | 
pany erected a medern three- 
story and basement building in 


Aurora to provide the space 
required for expansion, due to 
the rapidly growing demand for 
their products. 


CHENEY BIGELOW ELECTS 
NEW OFFICERS 


New officers were elected at 
the annual of the 
Cheney Bigelow Wire Works, 
Springfield, Mass. W. Bruce 
Pirnie has been re-elected as 
president of the company. H. 
A. Humes is the secretary of 
the concern. Alexander War- 
den has been made treasurer. 
He was formerly associated 
with the Van Sweringen rail 
road interests and with the Na- 
tional City Bank, New York. 


meeting 


AUTO STROP HOLDS SALES 
CONVENTION IN 
NEW YORK 


Members of the Auto Strop 
Safety Razor Co. sales force 
all parts of the world, 
met recently in annual sales 
convention at the Commodore 
Hotel, New York. 

Sales plans for the year 1930 
were outlined at the meetings 
and were met with great en- 
thusiasm. A much larger ad- 
vertising campaign than the 
company has ever before used 
is being planned to push the 
products of the concern during 
the coming months. One of 
the featured products at the 
convention was the new double 
edge blade the company is of- 
fering. 


from 


ADAM KRONER DIES, 50 
YEARS A DEALER 


Adam Kroner, a pioneer resi- 
dent of LaCrosse, Wis., and a 
hardware dealer in that city for 
more than 50 years, died there 
recently. He was 83 years of 
age and had been active in busi- 
ness until a week before his 
death. 

In 1868 he came to LaCrosse 
and worked in his_ brother’s 
hardware store. After eight 
years he opened his own hard- 
ware business in another section 
of that city. 


l'rank J. Oliver, president and 
treasurer of Oliver Brother’, 
Inc., purchasing agents dealing 
in hardware, iron and steel, 71 
Murray St., New York City, 





FRANK J. OLIVER 


day, Feb. 7. The previous day 
Mr. Oliver had had lunch at the 
Hardware Club, as was his cus- 
tom for many years. He re- 
turned to his desk after lunch, 
where he remained until the 
office closed at 5.30 p.m. Al- 


acted his duties with customary 
vim and energy. 

Mr. Oliver was sixty-eight 
years of age and was born in 
New York Cty. In 1875 he en- 


known in hardware circles 
throughout Michigan, died re- 


He had been ill for a long time. 

Mr. Shaughnessy was suc- 
cessful as a salesman for Mor 
ley Bros., Saginaw, Mich., for 
| many years. In 1912 he formed 
|} the Michigan Hardware Co., 


77 





though he had complained of | 
indigestion, he had appeared to | 
be in good spirits and trans- | 


NEWS... WEEK 


| ceeding 


| industry. 
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Manufacturers 
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FRANK J.OLIVER DIES SUDDENLY; 
WAS OLIVER BROS,’ PRESIDENT 


Well Known as Prominent Figure in New York 
Hardware Industry 


York office of Hawley Brothers 
Hardware Co., San Francisco, 
Cal. This affiliation lasted for 
seventeen years.. For the lat- 
ter ten years of this period of 
service, he served as New York 
buyer and manager for the firm. 
On May 12, 1892, Mr. Oliver 
entered into a partnership with 
a brother, Thomas FE. Oliver, to 
form the concern under the fi:m 
name as it is now known, suc- 
to the business 
Thomas E. Oliver, as buyers 
for non-resident jobbing houses. 

During the 1890’s Mr. Oliver 
evolved a plan for transporting 
goods to the West Coast which 
resulted in a lowered rate and 
increased his prominence in the 
Heavy merchandise, 


ot 


| by his method, was first shipped 


to Europe and then to San 
Francisco. He was also active 
in a movement instigated just 
prior to the Boxer uprising for 


| a continuous industrial world’s 
fair in China. 


died suddenly at 1 a.m. on Fri- | 


tered the employ of the New | 


James B. Shaughnessy, well | 


cently in Grand Rapids, Mich. | 


He was a charter member of 
the New York Hardware Club 
and a member? of the Arcola 
Golf Club, Eastern Trade Golf 
Association, Metropolitan Golf 
Association, and president of 
the Hardware Golf Club. Tor 
many years he was a resident 
of Brooklyn, N. Y., but in re- 
cent years has made his home in 
Hackensack, N. J. 

He is survived in his imme 
diate family by a brother James 
H. Oliver of the firm of Oliver 
Brothers, and by his widow and 
four children, three sons and a 
married daughter. 


J. B. SHAUGHNESSY DIES AFTER LONG ILLNESS 


Grand Rapids, Mich., with other 


employees of Morley Bros. He 
remained with the new com- 
pany as treasurer until he 


opened his own retail business 
in Grand Rapids, Mich. At the 
time of his death he was con- 
nected with the New York Life 
Insurance Company’s office in 
Grand Rapids, Mich, 
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R. G. RICHMOND RESIGNS AS 
WATERBURY GENERAL MANAGER | 


R. G. 


nounced his resignation as gen- | 


eral manager of the Waterbury 
Co., New York City, 
twenty-five years of successful 
executive and sales development 
work for the company. 

In addition to directing the 
affairs of the Waterbury Co., 
he organized the Fibreclad Rope 
Co. and served as president until 
the concern was taken into the 
Waterbury organization. He 
also organized the Denmark 
Metallic Cap Co. and was its 
vice-president. Mr. Richmond 
was vice-president of — the 
Waterbury Co. of Massachu- 
setts, a subsidiary of the par- 
ent company, a New Jersey cor- 


poration. At one time he was 
vice-president of the Lamina 
Mfg. Co. 


He represented the Water- | 


bury Co. in the Wire Rope As- 
sociation, the Cordage Manu- 
facturers Association and the 
Rubber Covered Wire Associa- 
tion. In the development of 
these industries his production, 
sales and advertising work was 
widely recognized. The Cord- 


R. R. CONARROE PASSES— 
WAS GHRISKEY BUYER 


Richard R. Conarroe died in 
Philadelphia, Pa., on Feb. 2 at 
the Germantown Hospital. He 
had been actively engaged in 
the hardware business for more 
than 50 years. 





R. R. CONARROE 


In 1912 he assumed charge 
of the buying for Charles M. 
Ghriskey’s Sons, Philadelphia, 
Pa. Before his connection with 
the Ghriskey concern, he had 


Richmond has an- | 


after | 


made 





R. G. RICHMOND 


ber of the Committee on Hemp 
and Contract. 
of the Standing Committee or- 
ganized by the Division of Sim- 
plified Practice, United States 
| Department of Commerce. 








| been with the firm of James 


| M. Vance & Co. for 32 years | 


as a member of the firm. 





| ROBBINS & MYERS AP- 


| 
| POINT ST. LOUIS MANAGER 
| Paul H. Brown has been ap- 
pointed manager of the St. 
Louis district of Robbins & 
Myers Sales, Inc., Springfield, 
Mass. He succeeds C. R. Mc- 
Kinnon, who lost his life in an 
airplane crash at Kansas City, 
Mo. 

He was previously divisional 
manager at Kansas City, Mo., 
for the National Union Radio 
Corp. . 


FIRE DESTROYS BUILDING 
HENRY HARDWARE CO. 


Recently a fire destroyed the 
building occupied by the Henry 
Hardware Co., Georgetown, III. 
The entire building, a two-story 
brick veneer structure, and an 
adjoining metal-clad warehouse 
were a total loss as a result of 
the fire. 

Stock stored on the main 
floor was saved, but the balance 
of the merchandise on the other 





floors was almost a total loss. 


| The salvaged stock is being sold 


in a small store and basement 
located nearby. About $15,000 
of merchandise was destroyed 
by the fire, and the loss on the 


| building will be about an equal 


He is a member | 


amount. Part of the loss will 


age Manufacturers Association | be covered by insurance. 


him a member of its | ; 
3oard of Governors and a mem- | lost most of its large general 


The Henry Hardware Co. 
| hardware catalogs and will ap- 
| preciate receiving new copies. 


TACK, NAIL INDUSTRY 
PLANS CONFERENCE 


A trade practice conference 
with the Federal Trade Com- 
| mission to devise rules of prac- 
tice with a view to eliminating 
unfair methods of competition 
has been granted the tack and 
nail industry. 

No time or place for the 
meeting has been set, but 
Chairman Ferguson of the 
commission has been designated 
to preside. At least 79 per cent 
of the industry will be repre- 
sented at the conference. 

The yearly volume of busi- 
ness is around $10,000,000, 
while there is invested in the 
industry approximately $7,500,- 
000. The chief products are 
cut tacks, cut nails, wire tacks 
and staples. 








BOYER-CAMPBELL CO. 
BUILDS WAREHOUSE 


The new four-story structure 
built for The Boyer-Campbell 
Co. at 6540 Antoine St., De- 
troit, Mich., is now occupied by 
that organization. Exclusive 
of the office space on the mez- 
zanine floor, there is an area of 
60,000 sq. ft. used for ware- 
housing and assembling  pur- 


poses. 
Foundations of this rein- 
forced concrete building are 


so laid that at least two more 
stories may be added for future 








expansion. 


THE RICH PUMP & LAD.- 
DER CO. MODERN PLANT 


The Rich Pump & Ladder Co. 
is now located in its new plant 
at Gest & Depot Sts., Cincin- 
nati, Ohio. This new plant was 
acquired when the company sold 
its old plant to the Union Ter- 
minal Co. of Cincinnati, as part 
of a site for a new station. 

It is reported that the new 
ladder plant is one of the most 
modern in the country. There 
are 90,000 sq. ft. of floor space 
in the plant, and the building 
is thoroughly modern in all re- 
spects. 














ATKINS TWENTY-YEAR 
CLUB CELEBRATES 24th 
ANNIVERSARY 


E. C. Atkins & Co., Inc., en- 
tertained the Atkins Pioneer 20- 
Year Club at the annual ban- 
quet held at the Severin Hotel, 
Indianapolis, Ind. 

More than 200 were present 
including 16 new members of 
the club. Among those present 
were Charles F. Aumann, who 
has served the company 60 
years and Charles Fenton, 
William Patterson and William 
3rennan, who have been with 
the concern more than 50 
years. An_ entertaining pro- 
gram was provided in the form 
of musical and dancing num- 
bers. 

At the same time in another 
part of the hotel the Ladies’ 
Ten-Year Auxiliary Service 
Club, organized in 1924, held 
its annual banquet. 


F.C. PRATT FORMER VICE- 
PRES. GENERAL ELECTRIC 
CO. DIES 


Francis Cole Pratt, former 
vice-president and chairman of 
the manufacturing committee of 
the General Electric Co., died 
Jan. 26 in New York City after 
an illness of six weeks. 

After graduation from Yale 
University in 1888, he was as- 
sociated with Pratt & Whitney 
Co., New Haven, Conn. He 
continued with this concern, of 
which his father was president 
and one of the founders, until 
he became vice-president. Mr. 
Pratt joined the General Elec- 
tric Co. in 1906 as assistant to 
E. W. Rice, in charge of manu- 
facturing and engineering. He 
was made assistant to the presi- 
dent in 1913 and was elected 
vice-president in 1919. As vice- 
president he had charge of en- 
gineer and later was put in 
charge of both engineering and 
manufacturing. In 1927 he re- 
tired from active business. 


ELECT NEW OFFICERS OF 
AMERICAN WRINGER CO. 


At the annual meeting of the 
American Wringer Co., Woon- 
socket, R. I., Harold T. Mer- 
riman was reelected president 
and treasurer of the concern. 
Frederick W. Howe was made 
vice-president and George R. 
Keltie was reelected as secre- 
tary and general manager of 
the organization. The assistant 
treasurer is A. G. Gobielie. 
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MASTER LOCK 
Cc. G. CRABB EASTERN 
REPRESENTATIVE 


Charles G. Crabb has been 


appointed as Eastern representa- 
| started in 


tive of the Master Lock Co., 
Milwaukee, Wis. His _ head- 
quarters will be in New York 
City. 





Cc. G. CRABB 


Mr. Crabb has had extensive 
training and a varied experience 
in sales and sales promotion 
work. Before being connected 
with the Master Lock Co. he 
had been secretary of the Mil- 
waukee Association of Com- 
merce and sales manager of the 
Ad-venture Corp. 





NEW WESTINGHOUSE SUP- 
PLY UNIT SUPERSEDES 
INVESTMENT CO. 


Westinghouse 
Commercial Investment Co. 
was superseded by the new 
Westinghouse Electric Supply 
‘Co. It includes nineteen whole- 
sale electrical supply companies 
with branches in sixty cities. 

This new company is oper- 
ated by John J. Gibson, Bon- 
nell W. Clark, Walter M. Dick, 
A. J. Selzer and W. J. Jock- 
ers. Mr. Gibson is vice-presi- 
dent and‘director. After grad- 
uating from college he went to 
work in the Westinghouse Elec- 
tric & Mfg. Co. shops. He then 
held various managerial posi- 
tions in the American Telephone 
& Telegraph Co. and its sub- 
sidiaries. Later he entered the 
Westinghouse organization as a 
salesman and became manager 
of its Philadelphia office. He 
managed the supply department 
of the Westinghouse Electric & 
Mfg. Co. until appointed vice- 
president and director of the in- 
vestment company. 

The general manager, Bonnell 
W. Clark, served with various 
electrical jobbing houses in an 
executive capacity. In 1925 he 
joined the Westinghouse Com- 


Recently the 


APPOINTS | 
| cial agent. 








mercial Investment Co. as spe- 
He became assistant 
to the vice-president and was 
made general manager of the 
company in 1927. Walter M. 
Dick, auditor of the company, 
the Westinghouse 
companies as an accountant in 
1902. He was traveling auditor 
and secretary of the committee 
organizing the insurance depart- 
ment of the Westinghouse Elec- 
tric & Mfg. Co. When the 
Westinghouse Commercial In- 
vestment Co. was organized in 
1922, he was made auditor of 
that company in charge of ac- 
counting finances and merchan- 
dise stocks. 

Mr. Selzer, director of sales 
and purchases, has been with 
the company since 1926. He 
came to the organization as spe- 
cial agent. The general sales 
manager is W. J. Jockers, who 
has held various important po- 
sitions in the Westinghouse 
Electric & Mfg. Co. and its sub- 
sidiaries. 

SHARP MANAGES SALES 

JIFFY BOILER PLUG CO. 


Joseph A. Sharp has been put 
in charge of sales of the Jiffy 
3oiler Plug Co., 9114 St. Clair 
Avenue, Cleveland, Ohio. He 
is well known in the hardware 
trade throughout the East and 
Central West for his sales 
work. 

FRANK HARRISON SUC- 

CUMBS IN NASHVILLE 


Frank Harrison, well-known 
traveling salesman, died recent- 
ly at his daughter’s home in 
Nashville, Tenn. For some 
time prior to his death he suf- 
fered from diabetes. 


He had been a_ traveling 
salesman for the Gulf States 
Steel Co., Birmingham, Ala., 


and was well known through- | 
| of the company. 


out the southern States. 








NEW YORK TOY FAIR OPENED — 
RESPONSE ENCOURAGING 





lair, 
under 


The New York Toy 
which is held annually 
the auspices of the Toy Fair 
Chamber of Commerce, opened | 
in New York on Feb. 3, to con- 
tinue until March 1. Toy 
manufacturers, distributors, ex- 
porters and importers have ar- 
ranged extensive exhibits for 
the event in the Breslin, Mar- 
tinique, and Imperial Hotels, 





DUFFY IS PRESIDENT OF 
NASH HARDWARE CO. 


W. R. Duffy was _ elected | 
president of the Nash Hard- | 
ware Co., Fort Worth, Tex., | 
at the annual stockholders’ | 





W. R. DUFFY 


meeting held Jan. 21. He had 
been vice-president of the con- | 
cern previous to his election as | 
president. 

At the same election F. R. | 
Largent and Charles E» Nash 
were elected as vice-presidents 
of the organization. E. P. | 
Singleton is the new treasurer | 


| are 
| sented. 
| the Board of 
| held on February 25. 


lat the 
} than 1,000 members of the toy 
| industry 


| of 


as well as in the Fifth Avenue 
Building. 

H. D. Clark, secretary, Toy 
Chamber of Commerce, 
satisfaction at the 


Fair 
expressed 


attendance and at the interest 
manifest during the opening 
|days. The New York Toy 


Fair is the largest in the World, 
he said, and both American and 
European toys are displayed, 
although the majority of the 
displays are housed in the 
buildings mentioned, toy whole- 
salers in other parts of Man- 
hattan, also keep open house to 
retailers during the month. 
Toy retailers from all over 
the country are attracted to the 
event and many_hard- 
wholesalers and retailers 
among the firms repre- 
The annual meeting of 
Directors will be 
The or- 
ganization will hold its annual 
Washington’s Birthday dinner 
Astor Hotel and more 


yearly 
ware 


are expected to at- 


tend. 
MRS. R. R. WILLIAMS DIES; 
FORMER EDITOR’S WIDOW 


Mrs. Mary Mitchell Wil- 
liams, 84, widow of the Rev. 
Richard Richardson Williams, 
former editor of the Hardware 
Department of Jron Age (which 
later became HArpwAreE AGE), 
died recently at the home of 
her daughter, Mrs. Frederic T. 
Steele, 161 Henry St., Brook- 


| lyn, N. Y. Mrs. Steele is the 


wife of the executive secretary 
of the Church Extension Board 
the Presbyterian Church. 
Services were private. A son, 
Richard R. Williams, also sur- 


| vives. 








OFFICERS AND SALESMEN OF STANLEY ELECTRIC 


TOOL CO. 





The officers and salesmen of 
the recently formed Stanley 
Electric Tool Co. held a sales 
conference in the home office, 


first two weeks in January. 


New Britain, Conn., during the 





The men _ will concentrate 
their efforts on the sale of 





Stanley electric tool lines which 
include electric hammers, 


now 
power-driven metal 
shears and safety saws. 


cutting 














tL eee 
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New Hudson Oar Lock 


A new type oar lock is manufactured 
by The Hudson Oar Lock Co., 23 N. 
Fourth St., Hudson, N. Y. It may also 
be used as a clamp attachment jor the 
repair of a broken oar. 

















This oar lock is of very simple con- 
struction. The clamps are made of cold- 
rolled steel and the forks are made of 
malleable iron reinforced at sides of 
forks. Both clamps and forks are chro- 
mium plated. To insure a good grip on 
the oar the clamps are egg shaped. 
Screws at the bottom and top hold the 
clamps together. 

The forks are attached to the clamps 
by means of a swivel screw passing 
through the fork into the clamp. Screws 
can be made as tight as desired and 
locked by means of a lock nut. To place 
locks on oars the use of a screw driver 
and pliers is all that is necessary. 


Two New Toys by Gibbs 


The Gibbs Mfg. Co., Canton, Ohio, has 
just hrought out two snappy numbers, a 
jumber truck with a large load of lumber 
and an up-to-date passenger airplane. The 
passenger plane is a new model with the 
latest type fuselage and inclosed cabin. It 
is strongly made of wood. 





The lumber truck is a sturdy all-wood 
toy, loaded with smooth lumber to build 
play struciures. Both these items are made 





to retail at 50c. The Gibbs Mfg. Co. is 
planning to announce other new _ toys 
shortly. 





Kenton Toy Engines 


Two cast iron toy engines have been 
produced by The Kenton Hardware Co., 
Kenton, Ohio. These engines are known as 
The Kenton Horizontal and The Kenton 
Vertical. Both engines are of realistic de- 
sign. The horizontal type is closely in 
accord with the design of the Corliss En- 
gine. 











These engines are finished in contrasts of 
red, green, bronze and polished nickel. They 
are fitted with a crank which operates the 
moving parts. The engines may also be 
operated by attaching an electric motor. 
Pulleys on the crankshafts make it possible 
to attach other toys by belt drive and run 
them with either of these Kenton engines. 





New Big-Bang Bombing Plane 


The Big-Bang Bombing Plane recently 
added to the line of Safe Noise toys made 
by The Conestoga Corp., Bethlehem, Pa., 
is now being produced in attractive colors 
and a new body design. 

There are two color schemes. In both, 
the body of the plane is finished with a 
very attractive ivory enamel. One type 
plane has propeller, wings, elevator and 
rudder finished in a warm maroon. The 
other plane has these parts finished in a 
cool green. 

This plane also has several other recent 
improvements. The new plane is discharged 
through two openings instead of one, and 
makes a much louder report. By using two 
openings the propeller is caused to spin 
for a longer time. 











Improved Steel Tennis Racquet 


Several new features are incorporated 
into the “Lone Eagle” steel tennis racquet. 
There is a floating throat piece, embedded 
in rubber, which carries the four center 
strings, which run lengthwise. This allows 
a “give” when the ball is hit, giving it 
greater playing area and at the same time 
eliminating shock to the user. 





The racquet has a new headshape and 
a new handle which is constructed from 
a combination of hard and soft wood. The 
Dayton Steel Racquet Co., Dayton, Ohio. 


Low Priced Velocipedes 


Toledo Metal Wheel Co., Toledo, Ohio 
has included in its line of juvenile vehicles, 
a new line of low priced tubular velocipedes 
with ball bearing front wheels. This is 
known as the No. 40 line and includes four 
sizes—with 12, 16, 20 and 24-inch front 
wheels. 





The velocipedes have riveted spoke 
wheels, ball bearing front wheels, rubber 
block pedals, single coil spring padded 
saddles, nickel plated handle bars, etc. 
Frame is finished in indian red with gold 


| striping. 
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Minority Report Attacks Kelly-Capper Bill as 
Tending to Foster Monopolies 


(Washington Bureau of HAarpwARE AGE) 
ILING a minority report, Rep- 
resentative Huddleston, Demo- 
crat, of Alabama, member of the 

House Committee on Interstate and 
Foreign Commerce, attacked the Kel- 
ly-Capper resale price maintenance 
bill, holding that it would legalize 
contracts now unlawful “uprooting an 
age-old principle of common law” and 
that the measure is supported by the 
larger producers and packers. Rep- 
resentative Huddleston charged that 
the bill would, in fact, capitalize the 
opposition to the chain store system 
and that it has no bearing whatever 
upon the chain store problem. The 
minority report went on to say that 
the bill would enable large producers 
to dictate to dealer the price at which 
an article shall be sold at retail and 
“might more candidly be named a bill 
to foster monopolies.” The Kelly- 
Capper bill is not so broad as would 
be indicated from the minority report, 
however, since it covers only stand- 
ard brand, nationally advertised goods. 

It reflects a part of the economic 

picture that is being drawn by the 
Federal Trade Commission. This 
was to be seen in a statement by Dr. 
Francis Walker, chief economist of 
the Commission. Dr. Walker at a re- 
cent executive session of the House 
Committee on Appropriations said 
that the Commission is investigating 
resale price maintenance, price bases, 
chain stores and the “blue sky situa- 
tion,” subjects which are closely re- 
lated and have a vital bearing on mer- 
chandising, producing and investment. 
The Commission long age completed 
one phase of its study on price main- 
tenance, showing that the majority of 
independent retailers who replied to 
questionnaires sent out by the Com- 
mission strongly favored the resale 
price maintenance. Manufacturers 
and wholesalers, particularly the lat- 
ter, were also strongly in favor of the 
legislation. Chain stores and depart- 
ment stores opposed it. There are 
some retail interests, however, who 
have gone on record against the bill. 
Eight out of every 10 farmers who re- 
plied to the Commission inquiry were 
against the legislation. Whatever the 
chances of the bill to be enacted into 
law, it is certain that it will stir up a 
fight in both branches of Congress. 


By L. W. MOFFETT 


The first phase of the Commission's 
report on the subject of resale price 
maintenance has undoubtedly height- 
ened interest in the subject and pro- 
ponents of the Kelly-Capper bill say 
that it has given the measure added 
support. An opposite view is ex- 
pressed by those who are fighting the 
bill. 

It is, of course, the Commission's 
job only to report its results from 
studies and not to recommend legis- 
lation, and this applies to the chain 
store and other inquiries, as well as 
to the resale price maintenance study. 
Regarding the chain store inquiry, 
Dr. Walker said that it is the problem 
of the Commission to find out all 
about the chain stores, how the other 
forms of distribution of commodities 
are working against them, what the 
effect of the chain store competition 
is on these other people, and, if any, 
why the latter are being ruined by 
chain stores. Dr. Walker is under- 
stood to have said that there has been 
good cooperation from chain stores in 
supplying information sought by the 
Commission’s questionnaire with the 
exception of one chain store organiza- 
tion, which, it was added, “seems to 
be finally coming around.” 

At least 79 per cent of the tack and 
nail industry will be represented at 
the trade practice conference it has 
arranged with the Federal Trade 
Commission, according to an an- 
nouncement by the Commission. No 
time or place for the meeting has been 
set, but Chairman G. S. Ferguson, Jr., 
has been designated to preside. Among 
subjects to be taken up are secret re- 
bates, price discrimination, misbrand- 
ing, false invoicing, arbitration, and 
minimum standards of construction. 

The yearly volume of the business 
of the industry is approximately $10,- 
000,000, while there is invested in the 
industry about $7,500,000. The chief 
products are cut tacks, cut nails, wire 
tacks and staples. The distribution 
is made directly to manufacturing 
trades, and wholesale jobbers in the 
various industries, the product going 
to wholesale hardware and kindred 
lines, shoe manufacturing, upholstery 
manu facturing, automobile body 
building, trunk manufacturing, and 
basket manufacturing. 


The Division of Simplified Prac- 
tice, Bureau of Standards, has just 
announced that the Standing Com- 
mittee of the Ash Handle Industry 
has reaffirmed the existing simplified 
practice recommendation, without 
change, for another year. A survey 
of production, to determine the de- 
gree of adherence the industry has 
accorded this recommendation, 
showed that approximately 89 per 
cent of the ash handles manufactured 
in 1928 were in accord with the sim- 
plified schedule. 

Pointing out that manufacturing 
production is an example of a busi- 
ness sea which has been charted well, 
H. C. Dunn, chief, Domestic Com- 
merce Division, told representatives 
of the New England Council at its 
recent conference here with govern- 
ment officials that corresponding 
progress in charting the distribution 
sea is still in the future. Mr. Dunn 
said that it was possible to produce 
anything that could be sold, but how 
to market it profitably was declared to 
be the present-day problem. 

“The old and customary methods of 
distribution failed to move the prod- 
ucts as satisfactorily as before,” said 
Mr. Dunn. “Attempts were made to 
offset this situation by creating faster 
distribution. Specialty salesmen were 
added, intensive advertising cam- 
paigns, wholesaling and retailing by 
manufacturers who had formerly sold 
exclusively through wholesalers and 
jobbers alone. , As the severity of 
competition increased and the net 
profit lessened, practices were left in 
its wake that often made competition 
seem more a warfare than a game of 
skill. Consolidations, mergers, chain 
stores and mail order houses are 
prophetic of a new era when knowl- 
edge would be the prerequisite of 
profitable distribution just as it is to- 
day the prerequisite of modern fac- 
tory management.” 

Mr. Dunn said that one thing has 
been lacking in making use of basic 
material gathered by trade associa- 
tions, modern institutes, business re- 
search departments of universities, 
books and magazines, etc., regarding 
information on the marketing of com- 
modities. Today, he stated, such an 
agency exists in the Domestic Com- 
merce Division, 
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GENERAL MARKET NEWS 
OF THE WEEK 








Hardware Demand Is Moderate Although | 


Nearly Normal for Season 


NEw YorK, Feb. 11.—As is usual during January and February, 
the current demand for hardware and allied lines is moderate in 


character. 


| 428 in 1928, 457 in 1927 and 431 in 1926, 
according to Bradstreet’s. The largest de- 
cline was shown by the Far Western 
| States, whose total dropped from 44 last 
week to 27. Although showing a decline 


Late reports from the nation’s leading market centers 


indicate that sales have declined to a more pronounced extent in the 
East than in the Middle-West, North-West and South. 

Increased activity is expected at the first signs of more moderate 
temperatures, as adverse weather has affected trade to a perceptible 


extent in some particular sections. 


The business being booked in spring merchandise by wholesalers 
and manufacturers for future delivery is of encouraging propor- 


tions. 


Prices, in the main, retain a fairly steady status and no major 
revisions appear imminent at this time. 

The credit situation is generally satisfactory, although collections 
are reported as slow in a few market centers. 


Week’s Price Average Was 
93.3 Per Cent, Says Fisher 


Changes in the farm price indices for 


| groups of agricultural products were: 


Prof. Irving Fisher of Yale Univer- | 


sity announced on Feb. 2, that wholesale 
commodity prices for the week ended Feb. 
1, and based on Dun’s quotations averaged 
99.3 per cent, according to the Journal of 
Commerce. 

The January average was 93.3 per cent. 


The purchasing power of the dollar was | 
107.2c on a 1926 basis of 100c. The January | 


average was 107.2c. 
Crump’s index of English prices for the 
week on the revised 1926 level was 86.4. 
The Italian index on the revised 1926 
basis for the week ended Jan. 25 was 


69.1. 


Farm Products Are Lower 


According to U. S. Index 


A decline of 1 point to 134 from Dec. 15, | 


1929, to Jan. 15, 1930, was recorded by 
the Bureau of Agricultural Economics of 
the Department of Agriculture in its 
farm price index. At 134 the index is 1 
point higher than in January a year ago, 
it was said. 

Advances in the prices of meat animals, 
hay, potatoes, apples and chickens during 
the period from Dec. 15 to Jan. 15 failed 
to offset the continued decline in the farm 
prices of cotton, cotton seed and wool, 
slight declines in small grain prices and sea- 
sonal declines in prices of dairy and poul- 
‘ry products. ' 





Poultry and poultry products, down 26 


points; dairy products, down 5 points; | 
cotton and cotton seed, down 2 points; | 


grains, down 1 point; meat animals, up 
3 points and fruits and vegetables, up 4 
points. 

The changes in the group, indices give 
the following comparisons with January a 
year ago: Fruits and vegetables, up 58 
points; poultry and poultry products, up 
17 points; grains, up 3 points; meat ani- 
mals, no change; dairy products, down 
10 points, and cotton and cotton seed, down 
20 points. 


Cellophane Prices Are Lower 
in List Effective Feb. ist 


The Du Pont Cellophane Co. has an- | 
nounced a stibstantial price reduction ef- | 
fective Feb. 1, applying to both regular | 
Cellophane and Moistureproof Cellophane. | 
This is the eighth reduction since the | 
domestic manufacture of Cellophane was 
started five years ago. 

It is made possible by the greatly in- 
creased use of Cellophane in a_ wider 
variety of industries. The new Moisture- 
proof Cellophane has helped materially in 
the growth of the company—an interesting 
development of importance has been in 
the cigar industry where practically all 
leading cigar manufacturers are marketing 
at least a portion of their output in this 
new type of protective wrap. 





| studs of tuts. 


Business Failures Declined 
in Week Ended Jan. 30th 
| Business failures for the week ended 


| Jan. 30 number 478 as compared with 537 


| last week, 485 in the like week of 1929, 


| of 11 the Middle Atlantic States still lead 
the list of sections with 162 failures. 

| A decided drop in the number of failures 

| in the United States occurred this week, 

|a total of 545 being reported to R. G. 

| Dun & Co., the latter reports. 

“That number compares with 644 last 
week, a reduction of practically 100, and 
is only slightly above the 541 defaults a 
year ago. Alt geographical sections show 
fewer failures this week than last week, 
while declines occurred in the West and on 
the Pacific Coast in comparison with the 
figures for this week of 1929. At 334, 
however, failures with liabilities of more 
than $5,000 in each case continue relatively 
high, contrasting with 320 a year ago.” 








Hexagon Head Cap Screw 
Prices Are Revised 
Prices on cap screws with hexagon 
heads, both U. S. S. and S. A. E., thread 
have been revised in new price lists and 
new discount schedules that became effec- 


| tive Jan. 23. List prices on hexagon head 


| cap screws 3-in. in diameter and less are 
reduced for short lengths but on 7/16-in. 
diameters and larger they are highed for 
all lengths. Net prices because of the 
new discount of 85 and 10 per cent off 
list are lower for all screws %3-in. in 
diameter and smaller and higher for screws 
7/16-in. in diameter and larger. No change 
has been made in the list or discount on 
cap screws in other styles or set screws, 








S. S. Kresge Net Profits 
Show Decline in 1929 


For the year ended Dec. 31, 1929, the 
S. S. Kresge Co. reported a net profit of 
$14,952,211 after Federal taxes, a total 
which is equivalent after preferred divi- 
dends to $2.68 a share on 5,517,929.55 
shares of common stock outstanding. This 
figure compares with $15,642,853 reported 
earned in 1928, equivalent after preferred 
dividends to $2.80 a share, predicated on 
the same number of common shares. 

Ninety-one stores were opened in 1929 
by the company in the United States and 
Canada, which were not in operation in 


1928. 
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BOSTO Current Orders Are for Small Lots 
N: Wholesalers Report Collections Slow 


(Boston office of Harpware Ace) ‘| HEELS. 














BOSTON, Feb. 11.—New England retail hardware dealers are con- Heels.—Rubber, Auburn Two-Life, 
fining purchases to small lots of small merchandise. Tanks; troughs, | ise si) Oats Si Sb. Women's 
hoppers and similar poultry supplies; glue; sash cord; cattle cards; ner cae ale @ bee ee 
and mallets serve to illustrate some of the small items in demand | MALLETS 
today. Tires are going a little better than heretofore, and sales of |" \yanets.—Tinner, No. 2, $2.08 a dow 
radio batteries have been better of late, but general business is des- pe ae gg ie ede 
cribed by jobbers as less active than it has been in months. There is | $1.24: No. 4) $3.30. Lignim vitae, No! 
nothing novel about the present status of business, however, because $4.88) Noo 4, $888: No. 3, $350 Ke 
it usually is slow at this time of the year. Retail buying, as awn ACCESSORIES. 

a rule, is not reflected in jobbing records until the snow goes and | Hose.—Rubber, garden, Commer- 
people have an opportunity to get out in the garden or around the in’ Ce a ce. tae Viename 
house for needed work. Collections, according to jobbers, are slow. a vin, Se. Olympia, tein” ig: 

A further slight downward reduction has been made in such wire | 19%e.; Bull Dog, % in., 13%. 

° : P Lawn Mowers.—Roller bearings, 16 
products as nails, staples, barbed wire and brads, the cut averaging | in., $18.25 each net; 18 in., $19.50; 
10c. per 100 lb. One of the leading New England manufacturers of | ig. 722 fa an’ roller, bearers, ie Je 


Automatic style, 11-5, 16 in., $12, 18 
in., $13; 20 in., $14. Style 10-4, 14 
in., $9.75 5: 16 in., $10.50; 18 in., $11.25; 
20 in., $12. Style 9-4, 14 in., $9; 16 
in., $9.50; 18 in., $10; 20 in., $10.50; 
ball bearing, 16 in.; special, style 


refrigerators is out with new price lists and jobbers have adopted 
list prices with liberal discounts. Jobbers are constantly adding 
to merchandise and in all probability will have a wider variety to 


offer for sale this year than ever before. Retail stocks in general | 8-4, 1 in., "38.50; 16 in., $8 pe a 
se 9.30; special, style -3 ain 
are badly broken. on Ny 12 i $5.40; 14 in., $5.80; 


16 in., $6.20; 18 in., $6.60. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | ot nakes. — Lawn, Wooden, 3 bow, 
RETAILERS, F.O.B. BOSTON. | steel, hand made, org 2 Wood handle 
| on rake with 24 teeth, 24 grade, $6.60 
AUTOMOBILE ACCESSORIES. | lots, $2.59 a 100 Ib.; less than car lots, | per doz. net. Broom, No. 10, $2 per 








Incubators.—No. 40, $1.75 each net 


list; 31 x 4, $5.50; 32 x 4, $5.50; 33 x h net 
style BE, No. 14, $11.50; No. 16, $19.25 


4, $5.75; 32 x 4%, $6.25; 33. x 1%, CARDS AND COMBS. 


per doz. net Bamboo, Lawncomb, $9 
g | $2.80. Catch weight reels, in car lots, aos oa: We ‘avira atrone. $4 
— ye 2 Fs 9 OF: ; on ° sas x 29 oz. net: No. 66, extra strong, #4. 
OS gy strane ane as en. “35.60 $2.95; in less than car lots, $3.20. | Sprinklers.—Ne!son rotary, $12.80 a 
each, list; 31 x 4, $9.40; 32 x 4, $10.10. BRADS | doz. net. 
Discount 12% and 10 per cent. = re | Coupling.—Nelson perfect clinching, 
Tires.—Mansfield line heavy duty Brads.—Standard, 70, 5 and 2% per | self fastening, $2 a doz, net; cor- 
cord, clincher, 30 x 3%, $7.25 each, cent discount. rugated, $1.30; perfect clincher house 
list; straight side, 30 x 3%, $9.85; 31 | mender, $9.60 a gross, net 
x 4, $12; 32 x 4, $12.80; 32 x 4, $13.45; BATTERIES. | 
32 x 4%, $17.30; 33 x 4%, $18; 34 x : ; c NAILS 
4%, $18.60; 33 x 5, $23.50. Discount Batteries. — Radio, wet, No. ae 
12% and 10 per cent. A6RHAZ, $13 each list; No. BARC120, Nails.— Wire, from store, $3.05 per 
Tires.—Mansfield line, truck, 8-ply $17.50; No. BLK120, $15; No. BARC- keg base; from mill, in car lots, $2.30 
cord, 32 x 414, $23.70 each, list; 33 x 100, $15. | Discount 50 per cent. : per keg base, f.o.b. Pittsburgh; in 
4%, $24.55; 30 x 5, $28.4 34 x 5, Batteries.—Columbia, dry cell, in less than car lots, $2.55 Cement 
$33.70; 35 x 5, $34.50; 10- a 32. x 6, lots of 50, 32c. each net, freight al- coated nails, in car lots, $2.75 per 
$47.15; 36 x 6, $51.80; 38 x 7, $72.60; lowed. Hot Shot, in barrel lots, No. keg base, f.o.b. Pittsburgh; in less 
12-ply, 36 x 8 $94.85; 40 x 8, $101.80. 1461M, $1.65 each net; No. 1562M. | than car lots, $3. Cut nails, from 
Discount 30 per cent. $1.97; No. 1662M, $2.34. In less than store, $4.25 per keg base; galvanized 
Tires.—Mansfield line, balloon, 4.40- barrel lots, No. 1461M, $1.75; No. cut nails, from stock, 8d, and smaller, 
19, $7.80 each, list; 4.50-20, $8.85; 1562M, $2.07; No. 1662M, $2.45. : $6.25 per 100 Ib. base; larger sizes, 
5.00-19, $11; 5.25-18, $12.35; 5.25-20, Radio.—Dry cell, in lots of 50; No. $6.85. Mill shipments, 8d, and smaller, 
$13.25; 5.50-19, $14.10; heavy duty, 7111, 35c. each net; in smaller lots, $5.75 base; larger sizes, $6.35. Hard- 
6-ply, 4.40-21, $11.50; 5.25-21, $16.35; 40c. each net. B batteries, in units | ened steel floor, direct shipments, 
5.50-20, $17.85; 6.50-19, $22.30; 7.30-20, of 5, No. 767, less than unit packages, $7.60 f.o.b. Wareham, Mass.; from 
$34.50. Discount 12% and 10 per cent. $2. 06 each net; unit packages, $1.92. store, $8.10. Western cut nai's, direct 
Tires. — Mansfield line, balloon, No. 770, less than unit packages, $3; | shipments in lesS than car lots, $3.50 
double service, 4.50-21, $17.45 each, unit packages, $2.80. No. 772, less } Tremont cut nails, direct shipments, 
list, $5.25-21, $25.45; 6.50-18, $33.75; than unit packages, $2.06; unit pack- } $3.95 per keg, f.o.b. Wareham. 
6.50-20, $34.50; 6.50-21, $36.15. Dis- a5ee $1. on ey a et 6 gee | 
count 30 and 10 per cent. > each net to ; 10; 6 to 1T3TDPV CITpDP 3S 
Tire Chains.—30 x 314, $4.50 a pair, 13, $13.0 POULTRY SUPPLIES. 


No. 17, $25.73; No. 1, $16.25; No. 2, 











$6.50; 34 x 4%, $6.75; 33 x 5, $7.50 Ses Cer ee . No. 
eh EEE Se ee 2 ee $31.15;'No. 3, $40.43; No. 4, $47: No. 
x 4.40, $4.50; 29 x 4.40, $5; 31 x 4.40, > Ab Socata ane . i | 5, $74.90 : 7 
$5.50; 28 x 4.75, $5.25; 29 x 4.75, $5.50; pag age ag Pg A ag = a | Brooders. — Oil burners, No. 27A, 
30 x 4.75, $6; 29 x 4.95, $5.50; 30 x 4.95, pe ON 2 m4 40. aes } 200 chicken capacity, $12.25 each net; 
$6; 31 x 4.95, $6.25; 32 x 4.95, $6.25; Reform, No. 7, $1.40. | No. 28A, 350 chicken La rr sigge! My 
“ x 4.95, $6.50; 34 x 4.95, $6.75; 28 x : . No. 80, 350 chicken capacity, $13.20; 
25, $6.75; 500 ¢ 5.25, $6.75; 30 x 5.25, FLOWER BOXES. | No. 81, 500 chicken capacity, $15.05; 
36.7 15; 31 x 5.25, $7. One to nine pair: —Pai » 24 | No 101, 500 chicken capacity, 18.50; 
discount 30 per cent; 10 to 49 pair in in’ 31060 a Oe. acts $0 ie $13.90: | No. 102; 1000 chicken capacity, $22.05. 
one shipment, 35 per cent discount; 36 in., $20.90 No. 295S, open corners, | Coal burners, No. 117, 350 chicken 
50 pair in one shipment, 40 per cent 30 in. $9 a doz. net. | Success, 19% capacity, $11.55; No. 118, 500 chicken 
discount. in., $6 a doz. net: 25% in., $7.20; capacity, $15.05; No. 119, 1000 chicken 
29% in “$9 a , . : capacity, $18.55. Electric ay 
cit eae 90, 50 chicken capacity, $10.15; No. 
a — 5 ‘ 91, 100 chicken capacity, $13.83; No. 
Banks, Toy—Uncle a nickel, $16 GLUE. 92° 200 chicken capacity, ih 7.33: No. 
a doz. net, dime, $1 ree Cun —Bulk, sheet, 18c. a Ib. net; 93, 300 chicken capacity, $20.65 
register, $21; cash_ store register, Ph ong sine j ‘ Poultry Netting.—From stock, hex- 
10, $12; combination, two in one, Glue.—Liauid Sure Grip Jr., 80c. a agon, galvanized after weaving, 50 
316: pty $6; Little Millionaire, $4, dan cen ee $2: 1% pint, $3.60. and 10 per cent discount. Direct mill 
Rogers, 1 oz. tube, 80c.; 1 oz. bottle, shipments, galvanized after weaving, 
BARBED WIRE 80c-; 1% gill, $1.60; gill, $2.40; 1 pint, age 60 -~ — oo ge sient 
9 y F: 2 1 36. taples. — Galvanizec in ( ) 
as ae 3 io “a i. i Bor ge yo we. 50 rage oo i aroroona $5.90 per 100 lb.; in 10 Ib. 
four point galvanized, $3.60 per 100 age Zz. E ages, $5.90 pi fk oy 
lb. net; catch weight reels, $4.15. Mails, $2.40: %4 pints, $4; pints, $6.80; packages, $7.15; in one | sama be ~ 
Min shipment, 80 rod reels, in car quarts, $12; gallons, $36. ages, $8.15; in %4-lb. packages, 90: 
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in %4-lb. packages, $10.65. Direct 
shipments, in car lots, $4.15 per 100 
lb.; in less than car lots, $4.40. 

Troughs, etc.— Feeding troughs, 
$1.20 to $4 a doz net; feeders and 
fountains, 60c. to $3.67; drinking 
fountains, 1% qt., $6.50; 3-qt., $11.75; 
dry mash hoppers, 30c. to $6.67 each 
net; fountains, $2.80 to $40 a doz net; 
mash feeders, $80; oat sprouters, $3.65 
each net. 

Egg Crates.—New model, tnetal, 
capacity 1% doz., 84c. each net; 2 
doz., $1; 3 doz., $1.17; 4 doz., $1.34; 
6 doz., $1.67. 

Accessories.—Replace sections of 6, 
9c. each net; address cards, 2c. each. 


Waterglass.—In pint containers, 
oe a doz. net; in quart containers, 
1.85; in gallon containers, $6.50. 


Miscellaneous.—Hen’s nests, wire, 
No. 10, $1.58 a doz. net; No. 15, $2. 
Egg testers, $2 a doz. net. Nest 


eggs, $2.35 a gross net; lice resisting 
nest eggs, $4.33. Incubator thermom- 
eters, No. 5776, $5.40 a doz. net. 


REFRIGERATORS. 


Refrigerators.—Eddy line, No. 215, 
$72 each list; No. $80; No. 217, 
$94; No. 218, $126; .50; 
733, $43; No. 734, Miz: No. 735, $52; 
No. 742, $32; No. 760, $43. 








Discount.—On units, 37% per cent; 
on lots of three, 40 per cent. 


SASH CORD. 


Samson spot, No. 8, 9 and 10, 64c. 
per Ib. net; No. 7, 65c.; Phoenix, No. 
8, 43c.; No. 7, 44c.; No. 6, 46c.; com- 
petitive, No. 8, 32c.; No. 7, 33c. 


STAPLES. 
Staples.—Fence, galvanized, $4.15 a 


100 Ib. net. Factory shipments, in 
car lots, $3 a 100 Ilb.; in less than car 
lots $3.25. 





PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Feb. 11.—Some of the jobbers in this district find 
dealers requiring shipments of spring goods somewhat earlier than 
usual, and February promises to be a good month from the stand- 
point of stock movement. Present shipments are confined largely to 
small lots on rush orders, and dealers’ stocks in the district are evi- 


dently rather low for this time of the year. 


With rather rigorous 


weather in the last two months, seasonably cold weather items have 
moved somewhat better than usual, and aggregate business in sleds, 
ice skates, stoves, ventilators and other items has been very satisfac- 
tory. Fertilizer is rather active just now, and dealers are showing 


interest in other lines of spring goods. 


Many of them are stocking 


up heavily on sporting items, as this line is proving more popular 
than ever with the smaller stores in the less populous communities. 

Price changes have been of negligible character, although addi- 
tional weakness has developed in some lines which had previously 


been stronger. 


Wire nails are reflecting the uncertainty of the pri- 


mary markets, and some price discrepancies have been reported in 


bolts and nuts. 
expected before spring. 


Collections are still rather poor, and no change is 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4-ply balloon type, 
29 x 4.40, $6.50; tubes, © 31; 30 x 4. - 
$7.25; tubes, $1.3 29 4.75, $8. 
tubes, $1.46; 29 “4 "5.00, *38. 66; t= ey 
$1.50; 30 x 5.00, $8.94; tubes, $1.54; 
31 x 5.00, $9.33; tubes, $1.58; 32 x 5.00, 


$10.32; tubes, ‘1. 65; 28 x 5.25, $9.73; 
tubes, $1.58; 30 x 5.25, $10.43; tubes, 
$1.73; 31 =x 5. 25. 


$10.75; tubes, $1.76; 
29 x 5.50, $11. 10; tubes, 1.95. 
Same, 6- ply, 30 x 5.50, $14.06; tubes, 





$2.03; 30 x 6.00, $14.14; tubes, $1.95; 
31 x 6.00, $14.57; tubes, $1.99; 32 x 6.00, 
$14.84; tubes, $2.06; 33 x 6.00, $15.36; 
tubes, $2.18. 
BATTERIES. 
Packages Packages 
Broken Unit 
et 2 er $2.22 $2.06 
OS aa ee 3.20 2:97 
No. 722 2.06 1.92 
No. 770 . 2.00 2.80 
ere 1.32 1.14 
Sy, eee 42 39 
ON RP ems 1.05 97 
SS ea er 1.40 1.30 
ees 1.40 1.30 
PE EE Watiansneabase's 2.06 1.92 
OS | ee erry 1.93 Rs 


No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlight.—No. 935, 6%4c. each: 
No. 950, 6%c.; No. 790, 13c.; No. 705, 
1916c.; No. 750, 1314c.; No. 791, 18¢. 
om Shot.—No. 1461, $1.67; No. 1661, 

7. 


BOLTS, NUTS AND RIVETS. 


Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per cent 


off list; tire bolts, 60 and 10 per cent 
off list. 


Nuts.—All styles, cent off 
list. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


50 per 


| COAL HODS AND SHOVELS. 





Coal shovels, Monongah, No. 1, 
$10.50; No. 2, $11; No. 3, $11.50 per 
doz. Gail eo No. 1, $9. 25; No. 2, 
$9.75; No. 3, 0.25 al doz. Pace- 
black, oy $12; No. 2, 
$12.50; "No. 3, $13 per be Pacemaker, 
half polished, No. 1, $12.75; No. 
$13.25; No. 3, $13. 15 per doz. Black 
gold, No. 1, $18. 75; No. 2, $19.25; No. 
3, $19.75; No. 4, $20.25 per doz.; Coal 
Hods, Japanned, No. 5, 16 in., "$3.25; 
17 in., $3.60 per doz.; Galvanized No. 
10, 16 in., $4.30; 17 in., $4.75; 18 in., 
$5.25; 20-in., $7 per doz. Galvanized 
No. 70S, $8, and galvanized No. 86S, 
$8. 40 per doz. Galvanized No. 25, 15 
in., $5.50; 17 in., $6 per doz. 


FARM, GARDEN AND LAW 
GOODS. 


Garden Hose.—250 to 500 ft. —_ 
% in., Tie. to 9c. per ft.; 5% in., 8c. 
to 10%c.; % in., 9c. to 12%c.; in 50 ft. 
lengths ‘coupled, 1c. per ft. higher; 
nozzles, Gem, $5.50 per doz.; Diamond, 
94.50 per doz.; Nelson Spray, $4 
per doz.; Giant, $3.25 per doz.; reels, 
$1 to $4 each; Perfect hose couplings, 
$2 per doz.; Sherman hose couplings, 
$1.40 per doz.; Perfect hose menders, 
80c. per doz.; hose nipples, $2.40 per 
doz.; hose adapters, $2.25 per doz. 

Shears. — Doo-Klip  grass_ shears, 
$10.80 per doz.: Doo-Klip long handled 
grass shears, $18 per doz. 


N 





| 
| 


| 
| 
| 
| 
| 


| 
| 





, February Promises to Be Good Month 


$ —Prices Are Easier in Some Instances 


Pruners.—Doo-Klip pruners $10.80 
per doz. 

Sprinklers. —Crown lawn sprinklers, 
$7 per doz.; Crescent lawn sprinklers, 
$6.50 per doz. 

Sprinkling Cans.— Galvanized 
sprinkling cans, 4-qt., $5.75; 6-qt., 
$6.50; 8-qt., $7.50; 10-qt., $8. 40. All 
prices per doz. 


FERTILIZER. 


Old Gardener, assortment No. 1, 
$98.16; assortment No. 2, $59.95; as- 
sortment No. 3, $28.73. 

Koppers Velvet Lawn fertilizer, 
33%, per cent off retailers’ selling fig- 
ures. 

Loma fertilizer, per case of 24 1-lb. 
cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 


FLASHLIGHT CASES. 


Winchester coe Cases.—No. 
6414, 62c.; No. 651 68c.; No. 6824, 
$1. 43; No. 6921, $2. 40: No. 6924, $2.08; 
all each. 

Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 


GAME TRAPS. 


Diamond No. 21, $1.35 per doz.; No. 
31%, $2.44 per doz.; 3; No. 22, $3. 36 per 


Victor No. 1, $1.38 per doz.; No. 144, 
$2.44 per doz.; No. 2, $3.36 per doz. 

Triumph No. 1, $1.32 per doz.; No. 
1%, $2.20 per doz. 


ICE SKATES. 


Boys’ clamp skates, plain, 84c. per 
i nickel-plated, $1.20 per pr. 
Hockey pattern, $1.10 per pr.; 
nickel- etel. $1.30 per pr. 
Ladies’ clamp skates, plain, $1.20 
per pr.; nickel-plated, $1.50 per pr. 


MISCELLANEOUS TOOLS. 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
325, 5 ft., $5.40; 514 ft., $6; 6 ft., $7. 

Electric Drills—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage agg —No. 43, $2 each; No 
4314, $3; No. 14, $5. 


ORNAMENTAL FENCE. 


Ornamental Fence.—Style LX 36 in., 
e 40 per 100 ft.; 42 in., $7.20 per 100 


“style F, 36 bo $8.80 per 100 ft.; 42 
in., $9.60 per 100 ft. 

Single Walk Gate.—36 in. x 3 ft., 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
ft., $2.70; all prices each. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%c. per Ib. in 
100-lb. lots; 10 per cent less in lots of 
500 lb. or more, and extra 4 per cent 
less on lots of a ton or more; turpen- 
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tine, 70c. per gal. in barrel lots; raw Register shields for wall use. Nos. ] > ICT 
linseed oil, 15-3/5c. per lb., in barrel 2 and 15, $6 per doz.; No. 20, $5.20 per WIRE E RODUCTS. 
lots. doz. ——— + - .; Pr 
per 100 lb. Annealed Galvanize 
POULTRY SUPPLIES. SASH WEIGHTS. No. 6 to 9 gage......$2:85 
Incubators. —No. 1, $21 each; No. 2, $42 a ton, f.o.b. Pittsburgh. No. 10 : 
$24.50; No. 3, $22.55; No. 4, $38.50; No. No. 
16E, $15.75; "Now 17E, $21; ‘all prices SLEDS. — 
net. Flexible Flyer Sleds, 33% per cent No. 
Brooders.—No. 117, $10.33 each; No. off factory list. No. 
118, $12.95; No. 119, $15.75; No. 80, Lightning Glider Sleds, 32 in., $1; No. 4.35 
$12.25; No. 81, $12. 95; No. 101, $18.55; 34 in., $1.20; 36 in., $1.35; 45 in., $1. 75; Ra re gy is 1 
No. 102, $22. 50; all prices net. 47 in., $1. 90: 52 in., $2.20. Barbed wire (per 80-rod spool): 
Fountains, etc.—Fountains, 25¢. to All prices are net each. 2-po nt cattle .................--$2.70 
$1 each; feeding troughs, 20c. to 85c. SORE RO ine oie vic ais-esinree siereeie 2.88 
ae mash hoppers, $1.30 to $2.10 VENTILATORS. per na a aes 3.12 
each. : . MOREINE CROWNS 55.6 o5s5-4:4 stares emcee te SUee 
: : Continental line: D-Flekt-Air metal 9-poi eattle (special).......... 2.07 
Cel-O-Glass and Vin-Lite.—In 100- acagpenisest ‘ 950: N 4-point cattle pect 
ft. rolls, 10%c. per sq. ft. to the trade. sf, 88: Nor 82, $4.10; No. Lit, $435 pi weight Woven Wire Fence (per 100 
: c tinental wo rame sos 
RADIATOR AND REGISTER| 2%, Ventilators, INo- V-836, $2: No OS $39.80 
o V-923, $2; No. V-937, $2; No. V- 3 7- § reve e eee tee neers rene es DDB 
SHIELDS P $3.75; No. V-959, $4.40; No. V-1537, NM ip voces ce aeeattn wee curete 27.70 
Gem_ Adjustable Radiator Shields $3.45: No. V-1549, $5 per doz. net. AN Oh he ine GA Gb 1, Peer red eed 37.00 
with Water Pan Humidifier. Continental metal frame cloth ven- PRN aftr tse ee Gee 35.80 
Gold Bronze Walnut tilators, No. 833, $2.50; No. 837, $2.80; 959 Dn nce eises ce cnsesencenenes 45.20 
Aluminum Mahogany Ivory No. 845, $3.75; No. 1137, $3. 45; No. No. 14% gage: 
Each Each Each 1145, $4.40; No. 1437, $5, and No. 1445, Poultry and rabbit small mesh: 
No. 1W_....$3.50 $4.20 $3.85 $5 per doz. net. No. 1736 $38.25 
No. 1AW .. 3.50 4.55 4.20 Diamond E No. 33, $3 per doz.; No. RYTNMRE kee eo eae "47.00 
No. 2W . 3.85 4.55 4.20 01, $4.40 per doz.; No. 02, $4.80 per ay SARS eee ee ee ean 
No. 3W - 4.20 4.90 4.55 doz.; No. 03, $5.60 per doz.; No. 1, Ne 9879 “ep Con i Gua ane anak cgi ee 63.00 
No. 4W . 4.20 5.25 4.90 $5.20 per doz.; No. 2, $5.60 per doz.; : ‘Ste Te OO 
No. 5W .. 4.55 5.60 5.25 No. 3, $6.40 per doz.; No. 4, $7.60 per aap ee 
No. 6W . 4.90 6.30 5.60 doz.: No. 5, $8.40 per doz. < G: ilvanized Paintec P 
No. 6BW ... 4.90 6.30 5.60 Wurldbest Ventilators, No. 2. $1.75: : Tubular Angle Stee 
No. 7W .... 5.25 6.65 5.95 No. 3, $2.00; No. 4, $2.50; No. 5A, es rnshmsiige Oe. each yo. va a, 
No. 8W 5.60 7.00 6.30 $3.00: No. 6A, $4.00; No. 6B, $4.50 and 6% ft. ..........-55¢. each 38c. each 
Register. shields for floor use. Nos. 6C, $5.00. These are list each prices on ee 65¢c. each 10c. each 
1 and 5, $12 per doz.; No. 10, $10 per and subject to a dealer’s discount of ve, ve Papen Vinge oe tbe. each 
doz. 3314 per cent. right nails, base, per keg, $2.6 
January Sales Ahead of Year Ago— 
2 5 : , 
Prices Remain Firm and Unchanged 
(Cincinnati office of HARDWARE AGE) | i B00: 5.2 ; ee en - 
CINCINNATI, Feb. 11.—Despite the natural post-holiday slacken- | 32x6. 05 1.82 
° ° e . . | 2.16 1.93 
ing of demand, local hardware jobbers indicate that the total busi- | 
5 : High Pressure Tubes 
ness volume for January was ahead of January a year ago. This ai $0.78 fh 
steady increase in demand for both staple and seasonal articles has atic 2 >> A veins 
prevailed for the last thirteen months and indications so far this ts 1.38 Bt 
° . GORE sess vcrssvesene * ° 6 
month are that February will be no exception. MR scdecsaxes coves) Ae 1: 
All items appear to be holding the buyer’s interest, with the ex- BOLTS AND NUTS 
ception of builders’ hardware. This last item, however, is begin- is eich <saeeieanit mik anieii 
ning to move as weather conditions permit increased operations on ee ee fon 
building projects. In fact, there has been a decided trend toward go and 10 per cent off list: stove 
> - A f Olts, 2 yer cen oO st; square, 
construction work in this area during the last three months. In hexagon and tap nuts, 69 per cent off 
list. 


October the statistical curve of construction awards dropped de- 
cidedly below the previous year, but in November it turned upward | BUILDERS’ HARDWARE. 


and has continued through January. ane Sash weights, $2.00 
Accordingly, while employment in manufacturing industries and ins de Sets. Square anes inside 
sets in case ots, 34.0 yer OZ. 


315 in. old copper and dull 
hates lsc. per pair in case 
send blast, brass finished butts, 


kindred fields has declined, some of the slack has been taken up by 
the construction trades. Of course, the general employment situa- 








tion is not overly bright, but unemployed labor is not as great here ee nn Le 

as in other industrial centers. DENATURED ALCOHOL AND ANTI- 
Prices remain firm and the continued strength of the market is | FREEZE MIXTURES. 

well reflected in the adherence to present price schedules. Pe Hots, tle. a gallon ten treme i 
Complaints from dealers are becoming less frequent and it ap- Ror gtendgennn os ge + ge zation: : ae 

pears that the retail market is gradually picking up. In fact, opti- lots, 72c. a gallon: in cases of 10 gal- 

mistic reports on the retail demand have been heard from many | ("Note Thre isa charge of $6 a 

quarters. pg B spnghh sin agape refunded 

Evcready Prestone.—l™ gal. cars 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 1 to case: broke cases, $3.80 a gal; 





RETAILERS, F.O.B. CINCINNATI: full cases $2.00 a gal; 1 eal. cans 
AUTOMOBILE ACCESSORIES. High Pressure Cords full , $369 : eal: % si. din 
SOKS oe cceses sees eeisie $3.89 Be rn er een gmoney rae as 
saettigh Median Low 30x34 +... cee $5.20 “4.15 Red t ote Gok corm, Si a wake 
Grade Grade Grade cane sa Mek dint $11.82 oa bee in 2 eal. car 314 zal. cans, 30 eal. 
30x40 22201. 40008 = fee BBO 32x4% ...... ae 12:95 11.22 and 59 gal. drums, $1.50 a gal. 
2 7 eT 1° 
30x5.00 10 Al 849 TAB Balloon Inner Tubes FIRE SHOVELS. 
SIX5.25 ..%.<- 13.36 10.21 8.60 | ee SEP $1.30 $1.12 No. 89. 50c.; No. 54, 70c.; No. 56, 
i ee 15.42 11.93 10.36 MES {5 2\5/5\0,0.3 s asclaate sn’ 1.38 1.19 80c.: Mo 58 wolee nized, &5e.; Never- 
33x6.00 ...... 15.96 12.31 10.70 TEU <cice Maalinmises een 1.49 1.30 lreak, 16 im., $4.55 
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GRASS SHEARS AND PRUNERS. 


Doo Klip shears, $10.80 per dozen; 
Doo Klip long handled shears, $18.00 
per dozen; Doo Klip pruners, $10.80 
per doz, 


ICE SKATES. 


Common, 86c. a pair; Nickel Plated, 
$1.22 a pair; Hardened runner, $2.20 
a pair; Ladies’, $1.20 a pair; Hockey, 
$1.15 a pair. 


MOPS. 


3etty Bright self-wringing mop No. 
10, $8 per doz.; Betty Bright self- 
wringing mop head No. 20, $4 per 
doz. 


NAILS. 


Common wire nails, $2.85 per keg. 


PAINT SUPPLIES. 

Ready mixed house paints, 2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gal.; turpentine, in 2 bar- 
rel lots, 63c. per gal.; white and red 
lead in 500 lb. kegs, 14%c. per Ib., 
less.10 per cent. 


RADIO TUBES. 


MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MxX240 
high ‘Mu tubes, $2 each; MX112A 


CHICAGO: 


power amplifiers, $2.25 each; MX171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227, 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent discount on Arcturus and 
Eveready Raythcon and tubes. 


RADIO BATTERIES. 


Net Price Net Price 


Each Each 

Less Unit In Unit 

Stock No. Pkg. Pkg. 
Super B bat., No. 2138. .$3.20 $2.97 
Super B bat., No. 22308 2.2% 2.06. 
B batteries, No. 10308. 2.81 2.63 
B batteries, No. 2308.. 1.88 1.75 
B batteries, No. 5308.. 1.88 1.75 
B batteries, No. 2158.. 1.31 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370.. .38 .35 

A batteries, No. 6..... 40 .8545 


Note. — Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 23808 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


SCREWS. 


Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
bright wire goods, 85, 20 and 5 off 
list. é 





Market Remains Fa 


(Chicago office of HARDWARE AGE) 


CHICAGO, Feb. 11.—With a few weak spots here and there, the 
hardware market remains fairly steady. At the same time, pros- 
pects for spring trade are beginning to loom encouragingly. 

All convention programs are emphasizing the need for greater 
mercantile aggression in the retail hardware field and, judging by 
the reaction of the rank and file to such messages, the retail trade 
as a whole is more than usually inclined toward merchandising ex- 


pansion. 


More dealers than ever are looking for new lines to make 
their hardware business more profitable. 
In terms of volume, spring is already in the air. 


Roller skates 


are moving rapidly; manufacturers in this line look forward to one 


of the best seasons in their history. 
liable spring item, shows week-by-week increase. 
oils and varnishes is apparent. 
proving as the cold season promises to wane. 


Poultry netting, another re- 
Interest in paints, 


Nails and wire are steadily im- 


Heavy demand for 


automobile chains, however, has broken wholesale stocks. 
Rather sharp reductions have gone into effect on builders’ hard- 


ware. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CHICAGO: 


AUTOMOBILE ACCESSORIES. 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue- 
Box line, 53ec. each; A. C., 58c. each; 
lots of 100, 50c. A. C. Special Ford, 
36c. each. 

Spot Lights.—-Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50. Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield $1.50 


cylinder, 


BOLTS AND NUTS. 


| 


each, 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread. 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 


| SLEDS. 


| Fleetwing.—32in., $11.20 a doz.; 36 
in., $14.00 a doz.; 40 in., $19.50 a doz.; 
| 45 in., $21.20 a doz.; 51 in., $25.20 a 
| doz.; all prices quoted are net. 
| 
| 
| 


Flexible Flyers.—3314 per cent off 
list. 


STOVE PIPE. 


Security Pipe.—28 gage blue, 6 
in., $14.20 per 100 joints; 28 gage 
polished, 6 in., $20.00 for 100 joints. 

Security Elbows.—28 gage blue, 6 
in., $1.50 a doz.; 28 gage polished, 

6 in., $2.30 a doz. 


| VENTILATORS. 


Continental Deflektair, metal cen- 
ter, No. 87, 8 x 37, $2.98 a doz.; No. 
117, 11 x 37, $4.25 a doz. 
| Diamond E, No. 0, $4.80 a doz.; No. 
| 2, $5.60 a doz.; No. 3, $6.40 a doz.; 
No. 4, $7.60 a doz. 


WEATHERSTRIP. 


| 
| Wood and Rubber.—No. 0, $16.40 
| for 1000 ft.; No. 1, $16.40 for 1000 ft.; 
No. 1%, $18.30 for 1000 ft.; No. 2, 
$21.00 for 1000 ft.; No. 7, $388.75 for 
| 1000 ft. 
} Wood and Felt.—No. 71, $17.25 for 
1000 ft.; No. %, $24.25 for 1000 ft.; 
No. 75, $39.50 for 1000 ft. 
Nu Strip.—In 500 ft. reels, $15.75 for 


1000 ft. 
Dust Seal.—In 500 ft. reels, $26.75 
| for 1000 ft 


Heat Seal.—In 500 ft. reels, $31.00 
for 1000 ft. 


irly Steady— 


Spring Merchandise Is Showing Activity 


| BUILDERS’ HARDWARE. 


| Steel butts, 3144 x 3%, old copper 
or dull brass finish, $1.84 per doz. 

| pair in case lots; less than case lots, 
} $1.95 per doz. pair; steel butts, 4 x 4, 
| old copper or dull brass finish, $2.44 
per doz. pair in case lots; less than 
case lots, $2.68 per doz. pair. Heavy 

| steel, bevel, inside sets, $5.00 per doz. 
| sets in case lots. Steel, bit-keyed 
| front door sets, $1.25 per set; wrought 
| brass, bit-keyed front door sets, $2.35 
per set. 


Cylinder front door sets, 
$5.00 per set. 
CHAIN. 


%4-in proof coil chain, $11.00 cwt., 
| base; trade-marked coil chains, 40-10 
per cent off list. 


| COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 30-10 per 
cent off list. 


| 
| ELECTRICAL GOODS AND RADIO 
| EQUIPMENT. 


Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
| i 1000 ft. lots, $10.50; %-in. brush 
| brass key sockets, 138c. each; lots of 
25, 124%ec. each; two-way (Hemco) 

plugs, 30c. each; in lots of 10, 20c. 
} each; two-piece attachment plugs, 
ae, each; dry cells, boxes of 55, 32%c. 
each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D779 I, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Laverbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WX-227, $1.50; UG-171A, 
$1.35; UX-250. $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


ICE SKATES. 


Union hardware skates, No. 1624, 








lag screws, 60 per cent discount. All 
discounts are from “full case’’ lists. 
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75c. per pair; No. 524%, $1.15 per 
pair; No. 624, $1.00 per pair. Chil- 




















HarpwareE AGE for FEBRUARY 13, 1930 87 








=<GSSSTHE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 2x 


To make “extra” sales 





HE new price on Rem Oil recently announced will allow 
dealers to retail the large can for 25c. Some dealers 
have been selling it in good volume at 30c but there is no 
question that a 25c price is more popular and will make it 


move faster, increasing your profit. 


Rem Oil is one of those items that sells itself if displayed 
—that makes extra sales. No matter what the customer 
comes into the store for, if he sees the Rem Oil can, it is 
likely to remind him that he needs some oil for lubricating, 
polishing, or rust prevention. If he’s familiar with guns, 
he’s prejudiced in favor of Rem Oil at once because it’s 
natural that Remington would only put out the best oil 
obtainable for use on Remington firearms. It’s natural, nt 
too, that the best oil for the fine wood and metal in Rem- 
ington guns, will also be best for other wood and metal. 


It lubricates perfectly typewriters, sewing machines, cash 





registers, vacuum cleaners, washing machines, phonographs, vuysUinay 














moving picture machines, lawn mowers, automobile gener- : 
ators and magnetos, clocks, guns, electric fans, ete. It is 


splendid for whetstones. ¢ e 


Rem Oil is an all-purpose household lubricant, polisher, 
preservative, and dressing. Display it in your store and 
you'll find it one of those little things that contribute to 
profits with very little sales effort. Your jobber will supply 


you. 
‘ President : . 
REMINGTON ARMS COMPANY, Ine. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 








eee 


| 
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dren’s extension bob skates, 35c. per 
pair; Nesto Johnson Flyer skates, 
$5.25 per pair. 


INDOOR ATHLETIC SUPPLIES. 


Official indoor league baseballs, 14- 
in., $16.00 per doz.; 12-in., $1 4.00 p 
doz.; Kork Kore official, 12- in., $12, 00 
per doz, Playground balls, cowhide 
covers, 12-in., $6.75 per doz. Indoor 
bats, 33-in., ash, $6.00 per doz.; cork- 
erip, $10.80 per doz, 


NAILS AND WIRE. 


L.c.1. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.75 per cwt.; polished fence staples, 
$3.55 per cwt. 


PAINTS AND OILS. 


Linseed Oil, Raw.—Barrel lots, 
$1.15 per gal.; 5 barrel lots, $1.12 
per gal. 


Linseed Oil, Boiled.—Barrel lots, 
$1.18 per gal.; 5 barrel lots, $1.15 
per gal. 

Denatured Alcohol. — Barre} lots, 
63c. per gal.; steel drums, extra, 
$10, returnable. 

Turpentine.—Drum lots, 65c. per 
gal., net. 

White Lead.—100 lb. kegs, $14.25 





per cwt.; 50 Ib. kegs, $14.50 per 
cwt.; 25 Ib. kegs, $14.50 per cwt.; 
12% Ib. kegs, $14.75 per cwt. 
Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
Sun” $2.17; second grade orange, 


English Venetian Red.—In barrels, 
54%4c. per lb.; in 100-lb. lots, 6%c. 
per 

Dry *Paste.—Barrel lots, Tc. per 
Ib. 


POULTRY NETTING. 


Poultry netting, galvanized before, 
631% per cent off list; galvanized 
after, 60 per cent off. 3 


ROLLER SKATES. 


Union line, No. 3, 76c. per pair; 
Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.45 per pair. 

Chicago line, No. 101, $1.30 per 
pair; Nos. 103 and 105, $1.40 per 
pair; No. 181, $2.65 per pair; Nos. 
183 and 185, $2. 75 per pair. 

Winchester line, No. 3831 (boys’), 
$1.35 Jong pair; No. 3832 (girls’), $1.45 
per 
“Rollfast” line, No. 1 (boys’), $1.20 
per pair; No. 2 (girls’), $1.30 per pair. 


ROPE. 


Orders show a fair degree of activ- 
ity. Prices firm. 
Best pure manila rope, 21c. per 





Ib., ‘base; No. 2 manila, 19c. per Ib., 
base; best pure sisal rope, 15c. per 
lb., base. 


SAWS. 


Circular cord wood, 20-in., $1.90 to 
$2.50; 22-in., $2.25 to $3.00; 24-in., 
$2.60 to $3.50; 26-in., $3.00 to $4.00; 
28-in., $3.50 to $4.50; 30-in., $4.00 to 
$5.00. 

Crosscut, 5 ft., narrow, champion 
tooth, $1.55 each; 5% ft. wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each. 


STEEL SHEETS, FLAT OR CORRU- 
GATED. 


Galvanized sheets, 24-gage, $4.60 
per cwt.; 24-gage black sheets, $4.05 
per cwt. 


WIRE CLOTH. 


Black, 12-mesh, $1.60; galvanized, 
* 14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 


WRENCHES. 


Agricultural wrenches, 60-10-5, per 
cent off list; engineers’ wrenche 
50-10-5 per cent off; knife-handle 
wrenches, 40-10-5 per cent off; genu- 
ine Stillson wrenches, 70-10 per éent 
off; genuine Trimo wrenches, 70-5- 
per cent off; Stillson patter ~ 
wrenches, 75-5 per cent off. Ps 





NEW YORK: 


NEW YORK, Feb. 11.—Trade is rather quiet with Metropolitan 
hardware jobbers at present, although this is not an unusual con- 
dition at this period of the year. January and February are always 
rather dull months for both wholesalers and retailers. However, 
the sales volume in some instances is slightly below that of the cor- 
responding period in 1929. Most wholesalers anticipate a marked 
improvement in the demand at the first indication of more moderate 


weather. 


Future orders are showing somewhat less activity than earlier 
in the year, but interest in spring lines continues to be evidenced 


by most retailers. 


Housefurnishings are probably more active on current orders 
than merchandise of any other class. Miscellaneous items comprise 
the larger portion of orders being placed for immediate require- 
ments. As a rule, such orders involve a nominal invoice total. 

Prices retain a fairly steady status. B. X. cable, halter and tie-out 
chains and well buckets have advanced. Some types of Yale dead 
locks, night latches and padlocks are lower in price. Prices have 
also been reduced on hose reels and lead shot in 5 and 25 pound 
bags. The recently reduced prices now prevailing on screen wire 
are said to be but a trifle above wholesale costs. 

Collections are slow in scattered instances, but the average is fair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.0.B. NEW YORK: 


BOLTS AND NUTS. 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 

Stove bolts, 75 and 10 per cent 
off list. 

Machine bolts, all sizes, 60 per cent 
ts) 

Step bolts, 50 per cent off list. 


BUTTS. 


Loose Pin, Plated Steel Butts, 3 
x 3, 18c. per pair in less than case 
lots. Full case lots, 16c. per pair. 
3% x 3%, 16c. per pair in less than 
case lots. Full case lots, 14%c. per 
pair. 4 x 4, 23%c. per pair in less 
than case lots. ll case lots, 22c. 
per pair. 4% x 4%, 52c. per pair. 
5 x 5, 94c. per pair. 





CEL-O-GLAS OR VIMLITE. 


36 in. wide, 100-ft. rolls, $30.28 
each; 36 in. wide, 50-ft. rolls, $15.19 
each; 36 in. wide, 25-ft. rolls, $7.60 
each. 


CLOCKS AND WATCHES. 


Pocket Ben Watches, plain, $1.05 
each, luminous, $1.58; Baby Ben 
Clocks, plain, $2.29, luminous, $2.98; 
Big Ben Clocks, plain, $2.29, lumi- 
nous, $2.98; Auto Clock, plain, $1.50, 
luminous, $2.10; Baby Ben De Luxe 
Clocks, plain, $2.46, luminous, $3.16; 
Big Ben De Luxe Clocks, plain, $2.46, 
luminous, $3.16; Sleep-Meter, plain, 
$1.40, luminous, $2.10; Tiny Tim 
Clocks, $1.50 each; Monitor Clocks, 
75e. each; Ben Hur Clocks, plain, 
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Trade Is Only Moderately Active—Prices 
Have a Fairly Steady Status 


$1.76, oom, $2.46; America Clocks, 
plain, $1.05. 


COAL HODS. 


Galvanized, plain body, open type, 
16-in., 39c. each; 17-in., 42c. each; 
18-in., 46c. each. 


EMERY CLOTH. 


Per quire—24 yg TR Sizes 00, $1.19 
per quire; size 0, $1.19 te quire; size 
%, $1.23 per quire; size $1.30 per 
quire; size 11%, $1.36 per yey size 

$1.45 per quire; size 2%, $1.56 per 
quire; size 3, $1.68 per quire; Crocus 
cloth, $1.19. 


FILES. 


First quality files, 50 per cent from 
list. Competitive-quality files, 60 and 
10 per cent from list. 


GRASS AND PRUNING SHEARS. 


‘“Doo-Klip’” grass shears, $10.80 
per doz.; ‘‘Doo-Klip’’ Long Handled 
grass shears, $18.00 per doz.; ‘‘Doo- 
Klip”’ Pruners, $10.80 per doz. Com- 
petitive grass shears, 5% in. blades, 
25c. each. Good quality, 5%_ in. 
blades, grass shears, 75c. each. High 
grade grass shears, 7 in. blades, $1.00 
each. Competitive Pruning Shears, 
25e. each. Other Pruning Shears, 
64c., 67c., $1.05, $1.15, $1.20, $1.66, 
$1.83 and $2.50. 


JUVENILE VEHICLES. 


Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. - 
$7.80; No. 852, $8.15; No. 853, $9.7 

Sidewalk cycles, No, a” $9.40; ‘vo. 
910, $10.65 each; No. 922, siz: 50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90; 
and No. 232, $6.50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10. 95. “ie 
are each and net. 


LAWN MOWERS. 


“8-inch wheel, 3 blade, plain “bear- 
ing, 12-inch reel, $4.50; 14- “aie = = 
$5.00; 16-inch "reel, $5.2 8-ineh—= 
wheel, 4 blade, ball wd 12-inch 
reel, $5. 50, 14-inch reel, $5.85, 16- wen 
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Side Cutters Slip joint feature Crescent knurling 
insures good grip 














Edges specially 
tempered—keen 


Entirely drop-forged of 
and tough ths ag 


special analysis steel. 








Thin pointed Machine-cut, Handles shaped 
Nose . “ case hardened to hethe hand 
: EAR bolt and nut 











Sharp, gripping 


teet 


A SIDE CUTTING, SLIP JOINT PLIER 


All the fine qualities of the popular Crescent The LS26 is a quality tool at a modest price. 


thin straight nose plier are incorporated in In addition to the many featutes illustrated 


the new LS26, PLUS a very efficient side cut- above, it is very accurately machined and hard- 
ened by our special processes. Nickel plated 


and hand polished, it presents a fine appear- 
ance which at once appeals to the exacting tool 


ter. It is a tool peculiarly adapted to the re- 
quirements of a dozen types of tool users who 
are among your best customers. 


customer. 
It is the most practical plier ever designed for Your jobber can furnish you the LS26. Order 
the auto mechanic and motorist. through him. 


CRESCENT TOOL COMPANY 


Jamestown, N. Y. 





CRESCENT iémenway TOOLS 


Made under the supervision of and guaranteed by the originators of the Crescent Wrench 








weer 


AS A ON 
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reel, $6.20; 9-inch wheel, 4 blade, ball 
bearing, open whee!, 12-inch reel, 
$5.85, 14-inch reel, $6.20, 16-inch reel, 
$6.50, 18-inch reel, $7.25; 10-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $6.15, 14-inch reel, $6.50, 16-inch 
reel, $6.85, 18-inch reel, $7.75; 10-inch 
wheel, 5 blade, ball bearing, 15-inch 
reel, $12.00, 17-inch reel, $12.75, 19- 
inch reel, $13.25, 21-inch reel, $14.00, 
11-inch wheel, 5 blade, roller bearing, 
15-inch reel, $19.00, 17-inch reel, 
$20.00, 19-inch reel, $21.00, 21-inch 
reel, $22.00. March 1 dating is 
allowed. 


LINSEED OIL. 


Linseed oil, raw, per pound: Single 
barrels, 14.8c.; 5 barrels or more, 
14.4c.; carload lots, 14c.; tank cars, 
13.2c. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 


ulated zone. Boiled linseed oil is 
quoted at 4c. per pound additional. 
NAILS. 


Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated: 
Base price for New York City, 
Brooklyn, Queens, Westchester, and 
New Jersey is $3.35 per keg; in Nas- 
sau and Suffolk counties, $3.50 per 
keg. Cut nails, less than 10 kegs, 
$3.90; over 10 kegs, $3.65 per keg. 


ROLLER SKATES 


toller skates, Wnion line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel}, 78c. per pair: 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts, 65c. ner 100, and toe clamps, 
12c. per pair. 





ATLANTA: 


ATLANTA, GA., Feb. 11.—Due to recent snows and continuation of 
cold and unsettled weather in this section, Atlanta hardware jobbers 
report that spring shipments are not as good at this time as was ex- 


pected. However, business in 


to show improvement as weather conditions become more favorable. 
Plow goods and farm implement, wire goods and garden tools are 
the leading items in the present sales. 
Collections at this time are reported as being only fair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. ATLANTA. 
ALUMINUM WARE. 


1 pint dippers with blackwood han- 
dles, $1.50 per doz.; 1 pint dippers, 
with aluminum handles, $2.00 per 
doz.; Cake turners, 60c. per doz.; 
Syrup pitchers, $4.50 per doz.; 6 qt. 
tea kettles, $9.00 per doz.; 6% qt. tea 
kettles, $11.00 per doz.; 2 qt. double 
boilers, $6.00 per doz.; 4 qt. convex 
kettles, $6.00 per doz.: 6 qt. convex 
kettles, $7.50 per doz.; 8 qt. convex 
kettles, $8.50 per doz.; 10 qt. convex 
kettles, $10.50 per doz.; 2 qt. convex 
sauce pans, $3.50 per doz.; 3 qt., $4.50; 
4 qt., $6.00; 4 qt., water pitchers, 
$6.50 per doz.; 10 qt. dish pans, $7.00 
per doz.; 14 qt. dish pans, $9.00 per 
doz. 


Chieftain line, No. 400, for either | 
boys or girls, self-contained ball | 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 

Chicago line, No. 181, $2.65: No. | 
183, $2.75; No. 185, $2.75; No. 101, 
| $1.33; and Nos. 103 and 105, $1.38 per | 

| 
| 


| pair. 
SASH CORD. 


61e.; No. 8, 60c.; Aetna, No. 7, 30c. 
per lb.; No. 8, 29c. per Ib.; Phoenix, 
No. 7, 48c. per lb.; No. 8, 42c. per Ib. 

Sachem, No. 8, 33c. per lb.; No. 9, 
33c. per Ib. 


SANDPAPER. BOXED. 


Size 00, 100 sheets, 83c. per box; 
size 0, 100 sheets, 88c. per box size 
1%, 100 sheets, 89c. per box; size 1, 
| 75 sheets, 74c. per box; size 1%, 50 
| sheets, 56c. per box; size 2, 50 sheets, 
} 65c. per box; size 2%, 50 sheets, Tlc. | 
| per box; size 3, 25 sheets, 41c. per | 

box. | 
| Utility packages of sandpaper, 64c. | 
| each. Full cartons of 72 packages 
are subject to an additional 5 per 
cent discount. 


Sash cord, Samson Spot, No. 7 | 
| 
| 
| 





| SCREWS. 

Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 | 
and 10; round head, iron, nickel } 
plated, 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 


| 37% and 10; round head, brass, 3214 
| and 10. These discounts apply to 
| new standard screw lists. Full pack- 


age lots take an extra 5 per cent. 
Machine screws, flat and round 

head, brass, 60 per cent discount. | 
Iron, 60-714 per cent discount. | 


| TIRES AND TUBES. 


| 
! 
| 
| 
| 
Mansfield tires, 4 ply, balloon type, | 
29 x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8.25; tubes, $1.60; 29 x 4.75, 
es, $1.70; 29 x 5.00, $9.90; | 





| 3 .75; 30 x 5.00, $10.20; tubes, | 
| $1.80; 31 x 5.00, $10.65; tubes, $1.85: 

| 32 x 5.00, $11.75; tubes, $1.90; 28 x | 
| 5.95, $11.10: tubes, $1.85; 30 x 5.2 

. $11.90; tubes, $2.05; 31 x 5.25, $12.25; 


ae $2.05; 29 x 5.50, $12.65; tubes, 
oo. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.96; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in all instances are each. 


WINDOW SCREENS. 


Diamond E, galvanized, 14 mesh 
wire, No. 01, $3.20; No. 1, $6.40; No. 
3, $8.40; No. 4, $9.60; No. 6, $10.40; 
No. 7, $12.40; No. 8, $12.40. All prices 
are net per doz. 

Diamond E, bronze, 16 mesh wire, 
No. 11, $10.40; No. 13, $12.40; No. 14, 
$13.60; No. 16, $14.40; No. 17, $16.40; 
No. 18, $16.40. 


Wood Frame Extension Screens 
Galvanized Wire 
Per Dozen 


Size 12 Mesh 14 Mesh 
9 x 33 $2.80 $2.95 
12 x 33 3.15 3.30 
15 x 33 3.75 3.85 
18 x 24 3.80 3.90 
18 x 33 4.15 4.30 
18 x 37 4.55 4.70 
18 x 45 5.10 5.30 
24 x 33 4.85 5.05 
24 x 37 5.10 5.40 
24x 41 5.75 6.05 
28 x 33 5.70 6.00 
28 x 37 6.05 6.30 
28 x 41 6.50 6.85 
30 x 33 6.05 6.30 
30 x 37 6.65 6.95 
30 x 45 7.50 7.80 
30 x 60 9.05 9.60 


| WIRE CLOTH. 


First quality, black, 12 mesh, $1.85; 
first quality, galvanized, 14 mesh, 
$2.25: competitive quality, galvan- 
ized, 14 mesh, $2.15: first quality, 
bronze, 14 mesh, $5.80; competitive 
quality, bronze, 14 mesh, $5.75; first 
quality, copper, 14 mesh, $5.45; com- 
petitive quality, copper, $5.40. 

Prices are quoted for 100 sq. ft., 
f.o.b. dealer’s store. March 1 dating 
is allowed. 





(Atlanta office of HARDWARE AGE) 


| 
| 


general is fair and is soon expected 


AIR RIFLES. 


No. 20 Daisy, $7.20 per doz.; No. 
12, $12.00 per doz.; No. 11, $16.00 per 
doz.; No. 3, $24.00 per doz.; No. 25, 
$40.00 per doz.; No. 30, $20:00 per doz. 

Little Daisy pop guns, $3.20 per 
| doz.; No. 14 pop guns, $6.00 per doz. 
| Air Rifle Shot.—2%-o0z. lead shot, 
$3.50 per 100 tubes; 4-oz., $4.59 per 
100 tubes; 2%,-oz. steel shot, $3.00 per 
100 tubes. 


AXES. 


Single bit, base weight, unhandled, 
$14.65 to $16.00 per dozen. Double bit, 
$19.65 to $20.50 per dozen. Single bit 

with No. 1 handles, $18.90 per dozen. 


| 
| 
| 
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Adverse Weather Retards Southern Trade— 
Collections Have a Fairly Normal Average 


Double bit with No. 1 handles, $23.99 
per dozen. 


BACK BANDS. 


No. 79, Shop hook, back band 5 in., 
$3.50 per doz.; No. 122 Shop hook 
back band 5 in., $3.50 per doz.; No. 
R19 back band with boss hook, $3.00 
per doz.; No. B5 back band _ less 
hooks, $1.75 per doz.; Humane back 
band, $4.50 per doz.; No. 24 Humane 
back band, $6.00 per doz. 

Back Band Webbing.—No. 0, 4 in., 
$5.25 per 100 ft.; No. 0, 5 in., $6.50 per 
100 ft.; No. 1, 4 in., $3.50 per 100 ft.;: 
No. 1, 5 in., $4.25 per 100 ft. 


BALE TIES. 


9 ft., 16% gage, $0.93 per bundle: 9 
ft., 16 gage, $1.05 per bundle; 9% ft., 
15% gage, $1.20 per bundle; 9% ft., 
144% gage, $1.45 per bundle. 


BARB WIRE. 
Pr. Spool 
2 point cattle, 80 rod spools.... $2.60 
2 point hog, 80 rod spools...... 3.00 
4 point cattle, 80 rod spools.... 3.40 
4 point hog, 80 rod spools....... 3.65 


BOLTS AND NUTS. 


Cut thread carriage and machine 
bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
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Che Original Copper Steel 


ABILITY, QUALITY—ANpD A STEEL MARK 


Real ability is never hidden nor 
lost. In every industry it shines out 
in what is commonly recognized as 
the Quatity of a product. This is 
especially true of Steel Sheets. To 
protect high quality, and to give 
due credit to the workers for their 
skill and ability in producing this 


quality—the mark Amprican is set 
forth as a stamp of real excellence. 
Specify for American Black and 
Galvanized Sheets, Automobile 
Sheets, Special Sheets, Tin and 
Terne Plates for all known pur- 
poses. When resistance to rust is im- 
portant, use Keystone Copper Steel. 











American Sheet and Tin Plate Company Ae 7 
=" GeNeRAL Offices: Frick Building, PitrsBurGH, PA. 4 oy 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 
CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry DocK COMPANY NATIONAL TUBE COMPANY 

Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Lxfort Distributors—United States Steel Products Company, New York C''y 


EME ORTON 1 me ae em one 












THE LORAIN STEEL COMPANY 
TENNESSEE COAL, IRON & R. R. COMPANY 
UNIVERSAL PORTLAND CEMENT COMPANY 


AMERICAN BRIDGE COMPANY 
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50-10 per cent off; stove bolts, 75 per 
cent " 


COTTON COLLARS. 


Lankford collars .............. $10.00 
Lankford Jr. © 8.5 
Samson collars 





COTTON ROPE. 


Prices 26c. to 32c. per pound. 


FILES. 


Simonds files, list, less 50 per cent. 
Black Diamond, list, less 50 per cent. 
Great Western, list, less 60 per cent. 
Royal, list, less 70 per cent. 


FORKS. 
Per Doz. 
4 tine manure forks............ $10.80 
5 tine manure forks............ 12.50 
6 tine manure forks............ 14.65 
BD SIG PORE TOKE occ ccwcess - 25.95 
AZ tine seed forks ........0.22 30.25 


GALVANIZED BARBED WIRE. 


2 point heavy cattle, $2.50 per 80 
rod roll; 4 point heavy cattle, $3.30 
per 80 rod roll; 4 point heavy cattle, 
$3.50 per 80 rod roll. 


GALVANIZED WARE. 


No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3. 34 per doz. 

10 quart galvanized fire pails, 
round bottom, stenciled, $4.50; 12 qt., 
$4.75 per doz. 

5 gal. garbage cans, $6.35; 7 gal., 
$8.75; 10 gal., $9.25 per doz. 


GRINDSTONES. 


4c. per lb. Common. grindstone 
fixtures, $6.00 per doz.; ball bearing 
grindstone fixtures, $16.00 per doz. 


HAMES. 


No. 61 Lone Star, $12.50 per doz.; 
No. 161 Lone Star, $10.00 per doz.; 
No. 31 Lone Star, $18.75 per doz.; 
No. 63 Lone Star, $14.00 per doz. 


HANDLES. 


No. 1 D spade shovel and scoop 
with steel D4, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cape strap 
and ferrule, $6.50 doz.: No. 1 D spad- 
ing fork handle with steel D cap 
strap and ferrules, $6.00 doz.: No. 1, 
4% ft., bent shovel handles, $4.00 per 
doz.; No. 1, 4% ft., bent spade han- 
dles, $3.50 per doz.; No. 1, 4% ft., 
plain manure fork handles, $2.50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, $4.00 per doz.; No. 

6 ft. rake handles, $3.00 per doz. 


HANDLES (HOE). 


No. 1, 5 ft. Goose neck hoe hand!es, 
$2.00 per doz.; No. 1, 5 ft. goose neck 
hoe handles with ferrules, $2.40 per 

oz. 


HARDWARE CLOTH. 


Lineal 
Inches Ft. Rolls Per Roll 
2x2 24 ae.”  apeurcons $7.25 
2x2 30 eee 9.05 
2x2 36 | Ae 10.85 
3x 3 24 | Se ae 7.90 
3x3 30 , SS AS. 9.85 
3x3 36 rar 11.52 
4x4 24 ea 8.60 
4x4 30 Se 10.75 
4x4 35 Se , Sksacuwee 12.80 
6 x 6 24 | See 9.18 
6 x 6 30 _ a rer 11.49 
6x 6 3h See <Vsesesues 15.06 


HOES (HANDLED). 


6 in. light cotton with 4% ft. han- 
dle, $6.50 per doz.; 6% in., light cotton 
with 4% ft. handle, $6.85 per doz.; 


Per Doz. 


7_in., light cotton with 5 ft. handle, 

7.70 per doz.; 7% in., light cotton 
with 5 ft. handle, $8.05 per doz.; 8 in., 
light cotton with 5 ft. handle, $8.40 
per doz. 

6 in., regular cotton hoe with 4% 
ft. handle, $6.85 per doz.; 6% in., 
regular cotton hoe with 41 rn. han- 
dle, $7.25 per doz.; 7 in.,. regular cot- 
ton hoe with 5 ft. handle, $8.05 per 
doz.; 7% in., regular cotton hoe with 
5 ft. handle, $8.40 per doz.; 8 in., 
regular cotton hoe with 5 ft. “handleg 
$8.75 per doz. 

6% in., straight shank hoe with 4% 
ft. handle, 7.20. per doz.; 7 in., 
straight shank hoe with 5 ft. han- 
dle, $8.05. per doz.; 7% in., straigh 
shank hoe with 5 ft. handle, $8.4 
per doz.; 8 in., pa shank hoe 
with 5 ft. handle, $8.75 per doz.; 

in., black land cotton hoe with 
5 ft. ‘handle, $7.25 per doz.; 714 in., 
black land cotton hoe with 5 ft. han- 
dle, $7.50 per doz.; 8 in., black land 
cotton hoe with 5 ft. handle, $7.95 
per doz.; 9 in., black land cotton hoe 
with 5 ft. handle, $8.65 per doz.; 10 
in., black land cotton hoe with 5 ft. 
handle, $9.35 per doz. 


HARNESS GOODS. 


1 in. bridles with cupped blinds $12.50 
14% in. bridles with cupped 


blinds LOO Pr ee Pee re 14.50 
14% in. bridles with pigeon wing 

LS SRS aa oe 20.00 
1% in. bridles with square 

ure [688 TEINS 2... 2.200000 10.00 


Leather Lines 





LAWN GOODS. 


Garden Hose.—% in. 6 ply 50 ft. 
sections, Good Luck with connections, 
10c. ft.; 5% in. 6 ply 25 ft. sections, 
Good Luck with connections, 1014c. 
ft.: 5 in. 6 ply 50 ft. sections, Leader 
with connections, 8c. ft.: 5% in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8%4c. ft. Nelson’s Hose Mend- 





ers, 35c. doz. 

Hose Coupling.—™ in., % in., % in. 
Common, $1.25 doz.; Nelson P. Cc. 
Hose Couplings, ™% in., % in. and 
% in., $2.00 doz. 

Hose Washers.—1 Ib. cartons, 50c. 
Ib. 


Hose Clamps.—14 in. galvanized 








hose clamps, 35c. doz.; 5 in. galvan- 
ized hose clamps, 40c. doz. 

Sprinkelrs.—Rain King Sprinklers, 
$2.35 each; Giant Rain King Sprink- 
lers, $6.67 each. 

Shears.—Grass shears, $990 per 
doz.; 8 in. hedge shears, $1.50 each: 
9 in. hedge shears, $1.75 each. 

Doo-Klip Products.—Doo-Klip grass 
shears, $10.80 per doz.: Doo-Klip long 
handled grass shenrs. $18.00 per doz.: 
Doo-Klip pruners, $10.80 per doz. 


LOGGING TOOLS. 


Each 
% in. skidding tongs.......... $4.00 
1 in. skidding tongs............ 4.50 
ERE EE sos cu esw Wands esis 3.35 
Per Doz. 
No. 1 logging dogs on grab 
MOE Son i0y bb csbes cece teen's $4.50 
No. 2 logging dogs on grab 
Re oe eer rrr 6.00 
No a. logging dogs on grab 
Se ORE Th irr eee 7.00 
Poavies with 24% x 4% hickory 
PEN cota cd sncs eae ebaesinn 30.00 
Cant hooks, 2% x 4% hickory 
a SRS ee 24.00 
Cant hooks handles, 24% x 4% 
hickory handle ..............- 7.50 
MATTOCKS. 
Per Doz. 


5 lb. short cutter mattocks 4 in. $8.50 
6 lb. long cutter mattocks 4% in. 9.06 
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Per Doz. 


Per Doz. 
i in. x 14 check lines .......,<: $36.00 
1 in. x 16 check lines ......:... 39.00 
1% in. x 16 check lines ........ 45.00 
1% in. x 18 check lines ........ 51.00 
14% in. x 16 check lines ........ 48.00 
1% in. x 18 check lines ........ 54.00 
1 in. sing!e wagon lines ....... 24.00 








PICKS (RAILROAD). 





Per Doz 
3 | Se en eee $7.50 
Sl See eo 8.20 
BBO sais sags e'e ae Peas Sle ost eauee 9.00 
ds LESS OR SRE a ee s.. 10.00 
BO eho ss vos Penh ae 55.685 ee 12.50 
PLOW HANDLES. 
Per Doz. 
: Pairs 
No. 1 regtmmar 3:78*%, . oe. $6.00 
M10; 1 Oxted TONE xe... so oo4 5.5 os 6.60 
No, 1 4% ft. straight .......... 3.00 
ee eae a 3.25 
POST HOLE DIGGERS. 
$14.00 and up. 
POULTRY NETTING. 
Hexagon or 
straight line Per Roll 
Be Sle OU oes vb aden aeeeses $ .90 
Le | en eee ene 1.29 
PEO gnosis nce seule scree 1.52 
dl Te ae, aCe aoe ea a eee 2.24 
BOD 5. as cke cs cdpnsssses 2.97 
BP BUR ID ois cis od os de sia oe0004 3.71 
BC HEMERD 6 owiccscscnrwcneease 4.45 
be SC eae 2.07 
Be PN SRD. nin piv wnes sve aps eo 2.97 
BE FN EOD on ccs vwcsenevescencse 3.80 
ONS | een canara 5.16 
eS cee Ee ee eer ee 6.90 
PMSA I SEED. 5.5.5 sieges a s6 554s on 8.62 
aD cubes bs cnc eee sa 10.35 
RAKES. 

Per Doz. 
ae 21ne DOW TAKOS.............. $8.60 
I3- Tine DOW TORGB...........006 9.00 
16-Tine bow rakes.:............. 9.50 
10 Tine malleable rakes........ 5.00 
12 Tine malleable rakes........ 5.40 
14 Tine malleable rakes........ 7.00 
16 Tine malleable rakes........ 7.50 
6 Tine road rakes....... -e- 13.50 
Steel flexible brume rakes..... 7.65 

SINGLETREES. 


Per Doz. 
24 in., steel solid or swivel 






SOMBRE. Gh c ogee wsee sey aa « $5.00 
26 in., steel solid or swivel 

DONE: coco case schere oko tiee sas 5.06 
36 in., steel doubletrees solid or 

adil dl”, ; SE eee ee 8.75 
32 in., steel doubletrees solid or 

swivel center ...........2+-+. 8.50 
24 in. or 26 in., hickory single- 

trees with end hoop hooks.... 4.00 


26 in., hickory singletrees with 
long back straps with end loop 


i Ey ery rer Pere 4.50 
26 in., hickory singletrees with 
Tue) WACK DOME .ecs esse dices 6.00 
SKATES. 


Chicago roller skate line, No. 181, 
$2.65; No. 183, $2.75; No. 185, $2.75; 
we. es: $1.35; No. 103 and 105, $1.40. 

5, Union roller skates, $1.75; 
$1.75; No. 4, $1.65; No. 130, 
32.00" "No. 130L, $2.15. 

Skate keys, 30c. per doz.; extra 
= 10c. extra. 

Boys’, og WI1B, $1.15; Girls’, No. 
‘W1G, $1.2 


STOVE PIPE ELBOWS. 
Per 100 Jts. 


29 gage 5 inch pipe......:..... $12.00 
29 gage 6 inch pipe............ 12.75 
29 gage 7 inch pipe............ 15.00 
29 gage 7 x 6 inch pipe........ 16.00 
1 piece corrugated elbows, 30 

es reer ee eee 1.25 
1 piece corrugated elbows, 30 

Se EN  siahs o's chains hans hae 1.35 
1 piece corrugated elbows, 30 

a. SO ccsévaoseuseateve 1.95 


STRAP HINGES. 


in. light 
in. light 
in, tient... 
in. light 
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“The Complete Line”’ 
of CHILDREN’S 
VEHICLES 





New features and improvements on our 
Velocipedes, Sidewalk Cycles, Wagons and Doll Carts 
make “Sidway” the outstanding line for 1930 





pecs: 


And Have You Seen 
OUR NEW LINE OF JUVENILE 
AUTOMOBILES? 


Bosses ¢ sss: 


New York e Permanent 
Display G Chicago Display 
200 Fifth Ave. Sway Pop Gompan American Furniture 

Room 318 Mart, 


also 666 Lake Shore 


Strobel-Wilken WASHINGTON, PENNA. Drive, 


Company, Inc. 


33-37 E. 17th St. Factories: Washington, Pa.—Elkhart, Ind.—Toronto, Ont. Space 922 
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Tr I CITIES: Business Is Rather Quiet— 
\W N ¢ Prices Show Little Change 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., Feb. 11.—Approximately three thousand 
merchants of the Northwest tributary to the Twin Cities visited 
their trade center last week, attending the annual Twin Cities Market 
Week and the Northwest Automobile Show. Merchants from all 
lines of business attended the sessions and exhibits which were 
staged in both St. Paul and Minneapolis. At the same time they 
were enabled to make many selections of merchandise for the spring 
season. 

Business in general is rather quiet, as is usual in January and 
the early part of February. This condition is anticipated, and the 
time is used in getting merchandise in shape for the trade which 
will open up with the first signs of spring. Opinions of the pros- 
pects for good business this year indicate that while the start may 
not be brisk, the volume will grow steadily during the year, and 
show a very satisfactory return as a total. With the extensive pro- 
grams of construction well under way during the first half of the 
year, employment will reach a high point and trade in all lines will 
benefit. 

Prices show little change from those quoted last week. Solder 
prices have changed slightly, constituting the only change which 
may be listed this week. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. MINNEAPOLIS OR ST. PAUL. 


AXES. pails, 16-qt., $4.70; 18-qt., $5.50; 
os tubs, No. 1, $7.15; No. 2, 
Single bit, base weight, unhandled 8.00; No. a $9.35; heavy, No. 1, 
axes, $15 to $16.50; double bit, $20.00 sis 20; No. 2, $14.40; No. 3, $15.60 doz. 
to $21.50; single bit, handled, $19.25; net. 
double bit, handled, $24.25 doz., net. 
GLASS AND PUTTY. 
BOLTS. 
Single and double strength A grade 
Carriage and machine bolts, 60 per glass Minnesota prices, 83 per cent 
cent; stove bolts, 75 per cent, and from lists; strictly pure putty, in 50- 


lag screws, 60 per cent from stand- lb. steel drums, $5.35 cwt., net. 
ard lists. 


GRASS SHEARS. 


BALE TIES. : ' 
“Doo-Klip’ grass shears, $10.80 
Single loop, 944 x 14, $1.51; 9% x 15, doz.; “Doo-Klip’’ long handled grass 
$1.36; 9% x 14, $1.53 per bundle. shears, $18.00 doz. net. 
BRADS. NAILS. 
Wire brads, in 25-lb. box, at 75 per Standard wire nails and cement 


cent from lists. coated wire nails, $2.90 per 100-Ib. 
keg base. 
BUILDING PAPER. 


Red rosin sized building paper, REGISTERS. 


$2.25, and tarred felt, $2.80 cwt., net. 
Cast iron or wrought steel regis- 
ia ters, 40-10 per cent from lists. 
CHAIN. 


Log chain, pparet. ux 14, $1.56; 
5/16 x 14, $2.11; % xX 14, $2.89; self PRUNERS. 
colored, 4% x 14, $1. 40; 5/16 x 14, $1.88; 


% x 14, $2.54 each; proof coil chain, “Doo-Klip” pruners, $10.80 doz., 
% in., $8.78; % in., $16.04; % in., net. 
$2 26.1 5g in., $41.82 ‘per 100 ft. 
SANDPAPER. 
COAL HODS. Best grade sandpaper, No. 1, 98c. 
Coal hods, japanned, open, 17-in., per box of 75 sheets; second grade, 

$3.35; 18-in., $3.85; funnel, 17-in., No. 1, 78c. per box of 75 sheets; gar- 
$4.30; 18-in., $4.90; galvanixed, open, net, No. 1, $15.68 per ream, net. 
17-in., $4.70: 18-in., $5.10: funnel, 
17-in., $5.80; 18-in. "$6.30 doz., net. 


SASH CORD AND WEIGHTS. 


FILES. Sash cord, best grade, 65c. Ib. base; 
second grade, 38c. lb.; third grade, 
27c. Ib. base, net and cast iron sash 
weights, $1.95 cwt., net. 


First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 





list. 
GALVANIZED WARE. SCREWS. 
Standé a, 10-gt. 4... Wood screws, flat head _bright,..50.. 
ae ie ee per cent; flat head japanned, 35 per 
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cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SKATES. 


Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair net. 


SNOW SHOVELS. 


Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER. 


Warranted half and half solder, 
27% Ib., and strictly half and half 
solder, 28% lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


STEEL TRAPS. 


Victor steel traps, - 0, $1. No. 
1, $1.38; No. 1%, $2. 44; No. 3 V2.8: 
Oneida pump traps, No. 0, $1.59; No 
1, $1.83; No. 1%, $2.81 doz., net. 


TIN. 


Furnace coke tin, ICL, 260 x 38, 
$14.30 box, and roofing tin, 20 x 28, 
Slb., coating, IC, $14.75 box, net. 


STOVE PIPE,~- ELBOWS AND 
DAMPERS. 


Crystallized stove boards, 28 x 28, 
$16.65; 30 x 30, $19.35; 36 x 36, $27. 00 
doz. net. 


Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths, elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; ‘dampers, cast iron, 
wood handle, 6-in., $1.15; wire han- 
dle, $1.15 doz., net. 


WINDOW VENTILATORS. 


Window ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4. 40; No. 1437, $5.00; De-Flekt- 
Air, No. 63, $2.50; No. _87, $3.00; No. 


.75; No. 3 J 4 
5A, $3.00; No. 6A, $4.00; No. 6B, 
$5.50; No. 6C, $5.00 each list, with 
dealers’ discount of 33% per cent. 


WIRE. 


Galvanized barbed cattle wire, $2.89 
per 80-rod_ spool; galvanized barbed 
hog wire, $3.09 per 80-rood spool; No. 
9 (base), smooth, galvanized wire, 
$3.50 cwt. and No. 9, smooth, black 
wire, $3.0 Ob. 
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Chromium- Plated—The Finish that Never Tarnishes 


No matter how long customers may use 
reo) Bath Room Fixtures, they will never 
rust or tarnish. Because 


RINGCO 


Bath Room Fixtures 


are Chromium Plated over nickel plate on a brass 


sa oie ae tee body. Their beautiful, bright finish requires only 


No. 3179 Nickel Finish 








No. 03179 Soap Dish 


occasional wiping and their pleasing designs are a 
constant joy to the housewife. Sales greater than 
—— ever. 








We also make Furniture Trimmings, Upholsterer’s 
Nails, Eyelets, Grommets and Washers. 


No. 03776 
Send for Catalog and Price List. 


St Se ie io ihe Sit Sh Sip it Sie i Sip Se Sie Se Se Se She Sp 


Robe Hook 

No. 03776 

White Finish AMERICAN RING COMPANY 
eens fete Waterbury diate Connecticut 
No. 3776 Boston—170 Summer St. New York—2 Hudson St. 





San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 


SEPP SES PPS SSS SPS SSS SPS SSS SPSS SPSS 


MYERS citine PUMP JACK 


\ Complete with Motor ~ Silent Chain Drive 


L FIG.2595 


Nickel Finish 


Seeeeeerressrserresresrss 


ISice che che dh 





























Invariably, high line or rural electrification ushers in a new 
demand for motor driven pump jacks and as time goes on ~ 
the demand continues to increase. 











Our latest achievement in pump building is the new 

Myers Self-Lubricating Pumping Jack complete with 

motor, V-belt, adjustable motor rail and other equip- 
ment ready for installation. 


Positive and continuous self-lubrication, housed 
working parts, angle steel side arms and sturdy 
durable construction throughout are outstand- 
ing advantages that will satisfactorily answer =. 
the demand for dependable, low cost p— 
power water service. FR : 






















Write or wire for information and 
prices. 


ANGLE STEEL 
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Tm FE.MYERS & BRO.so. 
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PUMPS-WATER SYSTEMS 
HAY TOOLS-DOOR HANGERS 
tt, Your-Hat—3 
i oO The _ i 


MYER: » 
s 
PUMPS -WATER SYSTEMS «HAY TOOLS -DOOR HANGERS 


























a 


— 


_0(QQGQ 





96 HARDWARE AGE for FEBRUARY 13, 





1930 


Hot of the Naif 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 











Dealer (rushing into the newspaper | capable looking housewife appeared. 


office) : “See here, you've published an 
announcement of my death by mis- 
take. That’s got to be fixed.” 

Editor: “Well, we never contradict 
anything we have published, but I'll 
put you in the births column tomor- 
row and give you a fresh start.” 


Robert, aged six, ardently desired 
a sister, and was told that if he 
prayed for one a baby might come. 
So he added to his nightly prayers 
petition for a little sister. 

Results not coming as soon as he 
wished, one night he added: 

“If you have the baby almost fin- 
ished don’t wait to put in her tonsils 
or appendix, as they usually have to 
be cut out, anyway.” 





Teacher- (to boy sitting idly in 
school during writing time) : “Henry, 
why are you not writing?” 

Henry: “I ain’t got no pen.” 

Teacher: “Where's your gram- 
mar?” 

Henry: “She’s dead.” 





“Why, Mandy, didn’t you have a 
honeymoon when you were married?” 

“Yessum, I sho did, Rastus done 
hep me wid de washin’ de fust tivo 
weeks.” 


Mrs. Hicks: “I don't take any 
stock in these faith cures brought 
about by the laying on of hands.” 

Mrs. Wicks: “Well, I do; I cured 
my little boy of the cigarette habit 
that way.” 





The story is told of a tramp, who, 
having the usual hobo’s capacity for 
eating, strolled up to the back door of 
one of our Eastern Townships homes. 
He knocked on the door and a large, 


| 





“Ma’am, can you give a poor feller 
a bite to eat?” 

“Yes, she snapped back at him, “if 
you've a mind to work. This house 
is full of flies. Help me to get rid of 
them and I'll feed you till you bust.” 

The tramp yawned, shook himself 
and lazily drawled out: 

“All right, ma’am—send them out— 
one at a time.” 

Proud Father: “Don't you think it’s 
about time the baby learned to say 
‘papa’ ?” 

Mother: “Oh, no, I hadn't intended 
telling him who you are until he be- 
comes a little stronger.” 





Landlady: “I think you had better 
board elsewhere.” 

Boarder: “Yes, I often had.” 

Landlady: “Often had what ?” 

Boarder: “Had better board else- 
where.” 

“Will you marry me?” 

“I’m afraid not.” 

“Aw, come on, be a support.” 

“Dear John,” the wife wrote from 
a fashionable resort, “I inclose the 
hotel bill.” 

“Dear Mary,” he responded, “I in- 
close check to cover the bill, but 
please don’t buy any more hotels at 
this figure; they are cheating you.” 





The aviator’s wife was taking her 
first trip with her husband. 

“Wait a moment, George,” she said. 
“l’m afraid we'll have to go down 


again.” 


“What’s wrong?” asked the hus- 
band. 

“T believe I’ve dropped one of the 
pearl buttons off my jacket. I think 
I can see it glistening on the ground. 
There—you'll see it if you look.” 

“Keep your seat, my dear,” said the 
aviator. “That's a lake.” 








It would be interesting to know how 
many printers got a bawling out for 
the highly amusing “breaks” which 
are given below. Every incident is 
bona fide, and hundreds of others 
could be furnished. 


COOLIDGE WILL EAT SIMPLE 
MEAL OF NEAR-EAST 
ORPHANS 
—Indianapolis (Ind.) News headline. 


Shetland Pony, Beautiful and Gen- 
tile—Ad in a California paper. 


Notice—Anyone pouring out ashes 
or any other rubbish in the streets of 
Elkhart will be cleaned up at their 
own expense.—Elkhart (Ind.) paper. 


SUNSHINE CLUB OF EMBURY 
METHODIST CHURCH SERVES 
BEAN SUPPER—FUNERAL SER- 
VICES*MONDAY 
—Rhode Island paper (heading). 


Mrs. W. E. Brown in blue satin 
with silver lace overdress and carry- 
ing pink roses and Dr. R. A. Frank- 
lin.—Jamestown Mail. 


SINCLAIR LEWIS BACK HOME, 
WILL INTERVIEW PASTORS, 
AND ALSO FISH 
—Headlines in Minneapolis Tribune. 


V. A. Dehoff butchered hogs on 
Tuesday and J. A. McKone on Fri- 
day.—Kansas paper. 


The wedding march was played. 
Mrs. J. Douglas. Wallop and Mr. 
James H. Gretsinger, of Cape May, 
sang “O Promise Me” and just before 
the appearance of the bride “I Love 
Three.”"—Princess Anne (Mad.) 
Marylander and Herald. 
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Largest Metal-Cutting Saw 


What is believed to be the world’s largest metal-cutting saw 
has just been completed by Henry Disston & Sons, Inc., Phila- 
delphia, Pa. It was made for the Midvale Co., Philadelphia, 
Pa., and*will be used to cut giant steel forgings. This saw 
measures 110 in. in diameter and 15/16 in. thick. With the re- 
movable teeth in place, the weight of the saw is 3100 Ib. 





Tremendous power is necessary to turn a saw of this size 
through a huge block of steel, so large flanges 35 in. in diameter, 
2 in. thick, were attached to the saw. The driving machinery will 


fit into a keyway cut in each flange. In this way, the saw will 
be driven direct, without gears or belts. 

The saw is of the Disston interlocked tooth pattern, teeth 
being adjustable so that they may be moved out as they wear 


down. The size of the plate never changes. 


THE RESTLESS AGE 


New York has a skyscraper garage. It towers twen- 
ty-five stories above street level, and has a capacity of 
one thousand cars. The car owner drives into the ground 
floor entrance, gets out, locks his car, takes his identi- 
fication tag, and goes on his way. A low, rubber-tired 
electric parking traick automatically glides under the car, 
grips the rear axle by means of a rubber-cushioned at- 
tachment and tows the car between guide rails to one 
of the high-speed elevators. There it is shot rapidly to 
the designated floor, and by a reverse of the loading 
process is put in its assigned place. During the whole 
transaction the car is not touched by the attendants. 
When the motorist returns for his car he presents the 
claim check; the number and location is transmitted to 
the elevator operator by telautograph. In less than three 
minutes the car is back in the ground floor ready for the 
driver. The whole plan centers on the idea the people 
like to be served quickly and efficiently ; that the average 
person hates delays and is willing to pay for prompt 
attention. There’s a lesson for some retailers in the 
success of the skyscraper garage. 


* * * 


This ts a restless age, and restlessness resents delay. 
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No. S-3636 


No. S-2836 No. S-3136 


A new and easier way 
to plan and order 
shelving 


VERY business has its problem of ‘‘putting 

things away.’’ And for every problem of 
this sort, GF Allsteel provides a complete solu- 
tion. . . whether it’s a single unit for shelves in 
an obscure corner, or a complete battery for 
the stock room. 
To simplify the selection and ordering of Shelv- 
ing, GF has developed a line of Standard Shelv- 
ing Units which may be purchased as individual 
pieces of equipment instead of a great many 
separate parts. A fully illustrated catalog showing 
thousands of such units is now ready for distri- 
bution to business executives. You'll want 
this helpful book in your files for reference. 


And remember— GF Allsteel’s planning depart- 
ment will be glad to work on that big, complicated 
stockroom or store room job for you, offering 
suggestions and expert advice, entirely gratis. 


Send for the GF Allsteel Shelving Unit Book. 
THE GENERAL FIREPROOFING Co. 


Youngstown, Ohio Canadian Plant, Toronto 
Branches and Dealers in All Principal Cities 








The GF Allsteel 
Line: 
Desks: Tables 
Filing Cabinets 
Sectional Files 
Document Files 
Filing Supplies 
Transfer Cases 
Safes - Storage 
Cabinets + Shelving 


eseuseeee Attach this coupon to your firm letterhead sssssssun 


THE GENERAL FIREPROOFING CO. 
Youngstown, Ohio 


Without obligating me in any way, please send me a copy 
of your new GF Allsteel Shelving Unit Book. 

Firm 
Individual. 


City 








State 
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LIGHT ELECTRIC & 
PASSENGER ELEVATORS 


Kimball Light Electric Freight 
Elevators with their various sizes 
and lifting capacities and the 
Passenger Elevators driven by 
Kimball’s Straight Line Drive 
machines with motor and ma- 
chine aligned as one integral 
unit give you years of depend- 
able and satisfactory service at 
low cost. Kimball Passenger 
Elevators with manual or push- 
button controls that refuse to get 
out of order will speed up your 
Bae: 6 Ss: 6 Sale o oe 


The Push- 
Button Type 


Write for particulars on the kind ¢ 
of elevator and machine you are 
interested in. 


KIMBALL BROS. 
COMPANY syeectee 












Age 

Builders of Elevators for 46 Years Fy . ; 
1205-19 South Ninth St. i( ELEVATORS. |): // 
Council Bluffs, Iowa \\ ; y}s / 
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Kel Kees HaRDWARE SPECIALTIES BRING | 
AS| STEADY PROFIT | 
Metal Siding KEES IMPROVED CALF WEANER 


Here’s an item that scores of your farmer customers 
will buy on sight. There are no split keys, bolts or 
Window Screen buckles to bother with. Just one snap and it’s on. 


and : : 
Screen Door Nothing to injure the calf’s nose. Balls are perfectly 
Hardware smooth—made of galvan- Sr4 


-_ ized, pressed steel—won't 

Roller and Ice break. Prongs can be bent 

Skates down if desired. Perfectly 

ae humane. Write for sample 

and catalog of many fast 

selling Kees Hardware and 
Building Specialties. 


and many other | FD), Kees Mfg. Co. 
Beatrice, Nebraska 














SOLDERING LUGS— 


All Styles, Sizes, Quantities 


SEAMLESS TUBING— 


Lengths and Coils 


We want to quote where quality counts 























Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CoNVENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 
1930. Charles F. Rockwell, sec.-treas., 342 Madison 
Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, sec., 815 South- 
ern Trust Bldg., Little Rock. > 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT 
AssocIiATION, San Francisco, Feb. 18, 19, 20, 1930. 
Headquarters, Hotel Whitcomb. LeRoy Smith, sec., 
112 Market St., San Francisco. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 18-19, 1930. Henry S. 
Hitchcock, sec., Woodbury, Nutmegger Party, Feb. 19. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur 
R. Craig, sec.-treas., 804-6 Commercial Bank Bldg., 
Charlotte, N. C. 

It~tinois ReTaAtL HARDWARE ASSOCIATION CONVEN- 
TION AND Exurpition, Hotel Sherman, Chicago, Feb. 
11, 12, 13, 1930. Paul M. Mulliken, managing director, 
Elgin. 

Iowa Retart HARDWARE ASSOCIATION CONVENTION 
AND ExuiBition, Hotel Savery and Des Moines Coli- 
seum, Des Moines, Feb. 11, 12, 13, 14, 1930. A. R. 
Sale, sec., Mason City. 

LouIstANA RetTAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New Or- 
leans, June 9, 10, 11, 1930. Guy Nason, sec., Starkville, 
Miss. 

MIcHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTion, Grand Rapids, Feb. 18, 19, 20, 
21, 1930. Headquarters, Hotel Pantlind. Exhibition 
will be held at Klingman Exhibition Bldg. A. J. Scott, 
sec., Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CoN- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 

MississtpPp1 ReTAIL HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, sec., Starkville. 

NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
GREss, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
managing director, 130 E. Washington St., Indianapolis, 
Ind. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE 
New ENGLAND HARDWARE DEALERS’ ASSOCIATION, 
Mechanics Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. 
Headquarters Hotel Statler. George A. Fiel, sec., 80 
Federal St., Boston, 9. 

NortH Daxota Retait Harpware ASSOCIATION 


| CONVENTION AND ExuisiTIon, Fargo, Feb. 11, 12, 13, 


1930. Exhibit will be held at the City Auditorium. 
Charles N. Barnes, sec., Grand Forks. 

OrreGON RETAIL HARDWARE AND IMPLEMENT DEAL- 
ERS ASSOCIATION CONVENTION, Portland, Feb. 11, 12, 13, 
1930. E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 
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PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION ConvENTION, April, 1930. Place to be announced 
later. C. L. Thompson, sec., Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssocIATION, INc., CONVENTION AND EXHIBITION, At- 
lantic City Auditorium, Atlantic City, N. J., Feb. 11, 12, 
13, 14, 1930. Sharon E. Jones, sec., 610 Wesley Bldg., 
Philadelphia. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, week of Feb. 24, exact date and 
place to be announced later. H. L. Boyd, sec., Spring 
Arcade Bldg., 541 South Spring St., Los Angeles. 

SOUTHERN HARDWARE JOBBERS’ ASSOCIATION AND 
AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Jomnt ConvENTION, Galveston, Tex., April 7, 8, 9, 10, 
1930. Sidney St.. J. Eshleman, sec., 704 New Orleans 
Bank Bldg., New Orleans, La. 

SOUTHEASTERN RetatL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, comprising the State asso- 
ciations of Alabama, llorida, Georgia and Tennessee, 
Atlanta, Ga., May 13, 14, 15, 1930. Walter Harlan, 
sec., 701 Grand Theater Bldg., Atlanta. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jefferson Hotel, Richmond, Feb. 13, 14, 1930. 
Thos. B. Howell, sec., Richmond. 





New Hercules Express Body 


One of the 1930 models of the Hercules line is the Canopy Top 
Express Body No. 2936 for the Chevrolet light delivery truck. 
This body is made by Hercules Products, Inc., Evansville, Ind. 





A loading space 72 in. long and 45 in. wide is provided. The 
side’ panels are 14 in. high and are made of hardwood sheathed 
in metal. Steel screen sides and rear are available for this model. 
Waterproof curtains are standard equipment and are provided for 
the sides and rear of the body. 

The driver's seat is inclosed in a sedan type vestibule. A one- 





piece windshield equipped with windshield wiper is another 
feature. 

American Beauty Washer 
Model 20 American Beauty electric 


washer has recently been developed by the 
Getz Power Washer Co., Morton, IIl. 

The tub of this new machine is porce- 
lain inside and out. It has a polished alu- 
minum splash ring, and a spun aluminum 
lid which can be used for sorting table or 
starching tray. A wringer of the balloon 
roll type included. The agitator is 
equipped with tapered center post in com- 
bination with patented concaved baffles, 
which produce a new turbulent water ac- 
tion claimed to be easy on clothes. 

In designing this machine, the modern 
trend toward eye appeal was taken into ‘ 
consideration. 


1S 










They 
Ask for Areade \ 
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Stove Pokers, Furnace 
Pokers, Lid Lifters, 
Stove —onyers 






Arcade Steel Spindle Dampers are equipped with an accurately 
molded extra heavy cast iron blade and sharply ground electric- 
ally welded spindle with nickel plated steel spring handles. 
Made for all sizes of pipe. 








|, —_ 
Sed 


Bent End Stove Pokers 















Straight End Stove Pokers 


Arcade Stove Pokers are made in nine different sizes and 
furnished either straight or bent. They have slender tapered 
points and handles formed of tempered wire, closely coiled 
and firmly attached. The entire Poker is fully nickel plated. 







Heavy Furnace 
Poker 











Stove 
Scraper 












The heavy duty furnace poker is especi- 
ally substantial, 14” in diameter and 48” 
long. 











This Arcade Stove Scraper is made in all 
standard sizes. The blade is 114x334”, and will 
not come loose. 









No. 9351 Lid Lifter 





Loop handle lid lifter 
with spring wire handle 
securely locked on the 
casting. Length over all 
9”. Handle does not get 


hot. 
HARDWARE 


ARCADE="Tovs 


ARCADE MANUFACTURING COMPANY 
FREEPORT, ILLINOIS 













NEW YORK DALLAS J. T. ROWNTREE 
200 Fifth Ave. D. D. Otstott San Francisco Salt Lake City 

CH Inc. Los Angeles Seattle 

553 W. Randolph St. Santa Fe Bldg. Denver Portland 
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Seen 


a 





A hang that has 
| never been equalled 


—claws that grip 
like a bulldog’s jaw— 
just the right crown 


the inside of the counter, 








on the face and sides | 
to prevent marring | 


| the work —these are 


a few reasons why 
Maydoles have been 
the choice of ecar- 
penters and skilled 


wood-workers for 


more than 87 years. | 


Write for free supply of Pocket 
ii Handbooks 23 “C”’ 


1] May HAMM: of ale 
| 


aioe 


i The David Maydole Hammer Co.,Norwich NY 
3625 




















Henry Brown Portrayed in Indianapélis as the 
Master Hardware Merchant 


(Continued from page 54) 


ing of each show window was a bat- 
tery of 150-watt electric lights in 
recesses lined with reflecting metal. 
There were ten such lights in the 
left-hand window, as many in the 
right-hand, and nine in the middle 
window. The total electric light 
wattage in the store amounted to 
11,550. 

In all, the displays space was 
allotted in proportion to the volume 
ordinarily done in the modern hard- 
ware store. An aluminum saw rack 
was used in the tool department, 
and two revolving packet cases in 
the seed department. Seed scales, 
counter scales, and platform scales 
were in evidence. 

Each display table was carefully 
departmentized. All related goods 
was shown together. An 11 x 14- 
in. “talking sign’? marked every sub- 
department. For pricing the spe- 
cials, placed on the inside of each 
table, 3% x 5%-in. “talking signs” 
were employed. Such signs were 
held erect by metal stands and 
frames. All specials were placed on 
so the 
customer would have to reach over 
regularly-priced merchandise, which 


| thus might also be brought to his 
| attention. 


Tae idea of the Henry 3rown 
Model Hardware Store came to 
Secretary G. F. Sheely of the Indi- 
ana association right after last 
year’s convention. He and Robert 
D. Crane, exhibit manager, got their 
heads together and worked out the 
plan tentatively. Then they invited 
the cooperation of a number of 
manufacturers and jobbers, without 
whose hearty help the store would 
have been virtually impossible. 
Store equipment and merchandise 
were furnished as follows: All wall 
cases, shelving, association style 
tables and those of other types, 
counters and showcases, ledge-dis- 
play type of tool and hardware cabi- 
nets, revolving seed packet cases, 
oilcloth rack and rope dispenser, by 
W. C. Heller & Co., Montpelier, 


Ohio; all goods displayed along the 
walls (except paint, varnishes and 
brushes), 


shelf hardware, sporting 


goods and tools, model bathroom, 
electric appliances, builders’ hard- 
ware and housefurnishings, by the 
W. Bingham Co., Cleveland; all 
merchandise on and beneath the dis- 
play tables, wheel goods, fishing 
tackle, automobile accessories, elec- 
trical goods, Pyrex ware, flashlights 
and batteries, Mazda lamps, plumb- 
ing goods, wirecloth and garden 
tools, by the Bostwick-Braun Co., 
Toledo; plate glass and_ bronze 
front, by the Toledo Plate & Win- 
dow Glass Co.; paints, varnishes 
and brushes, by the J. F. Kurfees 
Paint Co., Louisville; merchandise 
shown in the right-hand window, by 
the Peters Cartridge Co., Cincin- 
nati; left window, by the National 
Lamp Works of the General Elec- 
tric Co., Cleveland ; middle window, 
by the Bostwick-Braun Co. and the 
ne Bingham Co. ; washers and iron- 

rt, by the Horton Mfg. Co., Fort 
W ayne, Ind.; gasoline lamps and 
gasoline pressure stoves, by the 
Coleman Lamp & Stove Co., 
Wichita, Kan.; scales, by the To- 
ledo Seale Co.; wirecloth rack and 
cutter, by the Marvel Rack Mfg. 
Co., Minneapolis; Majestic radio, 
by the Capital Electric Co., India- 
napolis; heater, gas range and coal 
range, by the Globe Stove & Range 
Co., Kokomo, Ind.; signs, by the 
American Sign Corporation, Kala- 
mazoo, Mich.; cash register, by the 
Remington-Rand Co., Indianapolis ; 
billing machine, by the Egry Regis- 
ter Co., Dayton, Ohio; office furni- 
ture, by the Business Furniture 
Co., Indianapolis; oilcloth, by the 
Hibben-Hollweg Co., Indianapolis ; 
metal ceiling, by the Continental 
Steel Corporation, Kokomo, Ind.; 
general inside lighting, by the 
Graybar Electric Co., New York; 
window lighting, by the Curtis 
Lighting Co., Inc., Chicago; re- 
frigerator, by the Jackson Supply 
Co., Kelvinator Division, Indianapo- 
lis; seeds, by the D. Landreth Seed 
Co., Bristol, Conn. 

Following the Indianapolis con- 
vention and exhibit, the Henry 
Brown Model Hardware Store was 
set up in Columbus for the benefit 
of the Ohio hardware retailers at 
their State conclave. 
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VY; of All Farm Fence Is Worthless 


(Continued from page 67) 


tioned do not take into account the 
normal replacement demand, which 
ranges from 4 to 5 per cent in the 
drier, cooler regions to about 10 per 
cent in the warm and moist sections. 
About seven per cent is considered 
a fair average for the country as a 
whole. — 

“These percentages are interest- 
ing,” you may say, “but what do 
they mean?” Suppose we reduce 
our figures to rods per acre—not 
the total potential market, but just 
the amount of unserviceable fence 
crying aloud for replacement. Here 
are the rods per acre for the six 
States: Indiana, 2.05; Kansas, 1.9; 
Michigan, 2.43; Minnesota, 2.98; 
Nebraska, 2.86; Ohio, 2.3. The 
average is 2.42 rods per acre. Data 
for Illinois shows the figure for that 
State to be 2.52 rods per acre, and 
there is reason to believe that the 
figures for Iowa and at least the 
southern half of Wisconsin will be 
in line with those listed. 

So it seems conservative for the 
hardware dealer who handles fence 


and is anxious to estimate the po- 
tential fence market in his trade ter- 
ritory base his calculations on the 
fact that two rods of fence are 
needed for every acre. This esti- 
mate allows for duplication in own- 
ership of farm boundary lines, and 
means that 46,000 rods are required 
per township. Another estimate, 
based on a different premise and 
embracing a partially different ter- 
ritory, showed the bad wire needing 
immediate replacement to be 44,500 
rods per township. You can take 
your choice of either of these fig- 
ures and your conclusions will be 
as accurate as any estimate can be. 
In either case, a pent up market is 
disclosed, which is certainly worthy 
of intense cultivation. With exist- 
ing fences in such deplorable condi- 
tion, a huge but dormant demand 
awaits development. Now is the 
time to set off the “opening fire- 
works” of a fence selling campaign 
in your territory which should 
prove a lucrative venture. 


Acceptance Blanks on Builders’ Hardware Issued from 
Bureau of Standards 


The Division of Trade Standards, 
Bureau of Standards, has sent out 
blanks to producers, users and build- 
ers of hardware for written accept- 
ance of Simplified Practice Recom- 
mendation No. 18, covering builders’ 
hardware, non-template. It has been 
recommended that the commercial 
standard become effective upon an- 
nouncement of official acceptance for 
publication. The Division of Simpli- 
fied Practice has also sent out ac- 
ceptance blanks covering packaging 


of flashlights. In this program-it was 
recommended that the effective date 
be July 1, 1930. 

The Federal Specifications Board 
has resubmitted to representative 
manufacturers for their comment and 
criticism the proposed revision of 
specifications (F. S. 413a) for pad- 
locks. The specifications cover com- 
modities purchased by the various de- 
partments and establishments of the 
government. 


A Trend in Today's Business * 


Talking of mergers—and who isn’t?— 
the current news reports leave a feeling 
that more of the new combinations are 
of companies making or selling similar 
things than of companies which have 
been strictly competitive, is the interpre- 
tation of “The Nation’s Business.” A 
drug house takes the 3-in-1 oil, the rail- 
roads are buying into the Greyhound bus 
systems and so on. A positive instance 
is the announcement of one of the large 
gasoline refining and distributing com- 
panies which is to go into the food 





business at its various filling stations, 


a not unnatural move, but if it starts 
a thousand roadside restaurants how 
long before it begins to bake its own 
bread and cure its own meat? 

More than one shrewd observer of 
current happenings in industry has sug- 
gested that one of the impressive changes 
now going on in business is the tendency 
to spread out, not to form a monopoly 
of a single product, but to bring into 
the management of a single group of 
men a group of kindred industries. 





A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 


Geo. Baker & Sons, Inc., 


Brockton, Mass. 





Speed Up 
the 


Wheels of 
Industry 


Write to your job- 
ber today for any of 
the merchandise ad- 
vertised in these 
pages. Don’t wait 
for the jobber’s 
salesman. You may 


forget. 














: 
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The 
Acknowledged 
best and most 

practical 
Traveling-Hanger 
for Women 
and Men 





The extra-special 25 Cent Article with a large 

profit. 

} Carton containing one dozen (5x10x2 inches) 
1, 


Sample cases of 50 dozen Cartons (22x15x22 
inches), Gross weight 58 kilos, Net weight 48 
kilos, including packing f.o.b. Hamburg. 


Measurements of Hanger: Open 16.5 inches, 
Closed 9 inches. 


SINRAM & WEND - Hameln, Germany 


Founded 1899 








Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores maerenng hardware and heacdlusaishings. 
Manufacturers’ Agents in , Canada and Foreign. 
Automobile Accessories Jobb ers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
S rting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners ——— Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. - 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We're constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we're keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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A ready selier 
that builds business 
















The Cheney 
erinders need 
no introduction. 
Thousands of 
them are giving 
good 

and 

users 


to-day 
service, 
satisfied 
are scattered 
everywhere. 


Cheney 6-B 


Cheney models range from 
the home size, so handy for 
kitchen use, to the larger size 
for farm use. Be sure to show 
the handy Cheney attachment 
for the sharpening of mower 
knives. All Cheney and Royal 
grinders have a genuine vitri- 
fied corundum wheel. 


Send for an illustrated 
catalog. 


Our sugges- 
tion to you is, 
display two or 
three Cheney 
grinders and 
let your cus- 
tomers see for 
themselves why 
Cheney grind- 
ers are best. 


Cheney No. 7, with 
special attachment. 


. CHENEY & SON 
Manlius, N. Y. 


Ad. No, 101. 
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ALWAYS! 


The reason so many workers in 
hardwood, furniture repairers and 
pattern makers prefer the genuine 
Russell Jennings Auger Bits is their 
absolute accuracy. 


They are sized to micrometric 
measurements’and carefully finished 
by hand, by men who have been 
steadily at this kind of work for 
many years. 


The keen lips cut clean. The hole 
corresponds exactly with the size of 
the bit. The result is a job that is 
right. 


Chester, Conn. 


AUGER BITS 
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A Clean, Round Hole 


The RUSSELL JENNINGS MFG. CO. 
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| An Ideal Bottle Capper For Home Use 
Caps Bottles Up to 122 Ins. 


“REX” Little Giant is a very good 
bottle capper for family use. 


Convenient — no adjustments re- 
quired. Durable—made of malleable 
iron and hardened steel. Retails at 
a lower price than customers expect 
to pay for such a splendid capper. 


Send for Folder and Trade-prices. 


The REXHOUSE Mfg. Co, Inc. “REX” 


105 Cottage St., Poughkeepsie, N. Y. Giant 











ARMSTRONG BROS. 
Line of Better Pipe Tools 









ACH is an improved tool so de- 
signed and made as to embody the 
best features of its type and yet 

be free from the weaknesses which ex- 
haustive tests have exposed in other 
makes. 


The Open Side Vise is quick in action, 
convenient in operation and_ strongly 
built. The body is of Certified Mallea- 
ble Iron, the jaws tool steel, milled, 
treated, tempered and tested. 











Write for Catalog P-10 
& ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People’”’ 


314 N. Francisco Ave. Chicago, U. S. A. 





WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
_ FORT WAYNE, IND. 











The Most Complete Line 
on the Market 


T=] 74) (@)s9) 


mE 


CAS HEATERS 


——IBETHEER_OF AN OPEN FiRE- THE = 












REZNOR MANUFACTURING CO., MERCER, PA. 




















BURNLEY 


TheSoldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





Sample free 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 


KANT LINK 


SPRING LOCK WASHERS 
DONOTTANGLE DONOTRUST 


Made and sold under license 
, by the Kantlink Manufacturers: 




















The American Nut & Bolt Fastener Co. Beall Tool Co. 
Pittsburgh, Pennsylvania East Alton, III. 
The Mansfield Lock Washer Co. The National Lock Washer Co. 
Mansfield, Ohio Newark, N. J., Milwaukee, Wis. 
The Positive Lock Washer Co. The Reli Manufi ing Co. 
Newark, New Jersey Maasillon, Ohio 


PAY THEIR COST IN TIME SAVED- SOMETIMES MORE 
SR A a A 








SPEED UP 









‘mg =i SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail, 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 




















SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) «a OO) .9D 


SAMSON SPOT, PHOENIX and SACHEM brands 


Pela etistaietecrteckelsettr lites eaten lactate tation 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 
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TURVVVRA LAP one? 


Robertson “Horseshoe Magnet” Hammer 
THE HAMMER 
THE TACK 
























With 


The best permanent magnet hammer on the market. 
A PRACTICAL. AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOMB. 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marks registered U. 8. Pat. Off. NEW BRITAIN, CONN. 
ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. Warehouses—New York, Chicago, Philadelphia. 
Sole Manufacturer Western Factory—Dayton, Ohio. 








CLOTH Osborne High Grade Punches 


AND WIRE 
PRODUCTS 





WIRE 


Belt Punches Arch Punches 
“Buffalo” Quality Standard Galvanized Spring Punches Revolving Punches 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It Ginee Gere. "Tomes cae Gebeuaaene me. = 
gives the kind of service to your custom- Towle. 
ers that means more sales to you. Com- The above tools will please your customers, as well as our 


famous Round and Oval Punches. 


i i ices on request. 
plete information and ated lit q Remember we have had one hundred years of successful manu- 


ite or 83-B facturing experience, employ only skilled workmen and use the 
—_— fer eanned Gnest quality of materials. 
BUFFALO WIRE WORKS CO., Inc. We stand back of every tool we make. Try us. 
(Formerly Scheeler’s Sons) Est. 1869 . Write for Catalog. 
518 Terrace Buffalo, N. Y. C. 8. OSBORNE # CO., NEWARK, N. J. 


STABLISHED 1828 











POULTRY SHEARS 






Style A 
Best 
Qualities CAROLUS CUTTERS 
The Style A is a Straight or Side Cutting Bolt Cutter. 
Carolus aioe offers you the Style B, or Straight and End Cut; 
All quantities deliv- oe uty 7 sng ge End Cut — Nut —s Ean 
ates hold Jaws rigid, giving straight cutting at all times. 
ered at the shortest Made in SIX SIZES and THREE STYLES. 
notice. If your jobber cannot supply you, write us direct for 
IMPORTERS Wanted Literature and Prices. 
CAROLUS MFG. CO. Sterling, Ii. 
AUGUST BRECHER . 
Solingen 3 Kornerstrasse 72 Sales Representatives—Surpless, Dunn & Co. 


GERMANY NEW YORK, CHICAGO 


19 <« MARVEL Shallow well PUMP } aS 
|Z 1 STORE LADDERS 
With 265 gallons per hour +t Insure perfect shelf service for any ye a7 
: line of merchandise. Deep tread steps, / 
capacity Seas = properly spaced, with: convenient full 
: : k length handholds on both sides ot Y 
Its exce ptiona |] y low price a ladder permit mounting or descending 
fell Kelaimastol 4 t the finest aun TM nae satin of fall. il 
a sini icing Ing. Cushioned Tired Trolley ind Truck Wheels elim- >) 
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pump built for direct home wae a vibration. Erection as simple 
; B,C. Uti small space. Make top shelves 
water systems. For full infor- safely . available for stock purposes. One style— 
neat of design—nicely finishe d —any height ceil- YERS, 


naon naked ilolaMmelale Mol i yolol ial aan aah i- * 

mt REMYERS & 3RO.CO. 
THE DEMING COMPANY ASHLAND, OHIO. 

DEMING Established 1880 - Salem, Ohio PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 


ing. Thousands in use. Circular on request. 


LZ 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


BI os 0300.00 0nd 005520 00 sens see 
Each additional inch.............. 4.00 


Classified Advertising Rates 
Opportunity Exchange Section 





Positions Wanted Advertisements 
60% off rates quoted 


Address your advertisements and replies te 








Get Solid, Minimum of 5 lines... .$3.00 
Each additional line............ .60 
All Capitals, Minimum of & lines.. 4.00 
Each additional line............ £0 
Average 10 words to a line 
Allew One Line for Keyed Address 





Discounts for Classified Advertising York 
4 insertions, 10% my 8 insertions, 158% 
° 


Remittance Must Accompany Order 
Samples of merchandise, literature, catalogs, etc ing more than ordinary reforwarding postage should not 
ae ere a Fea ty Cos numbers. 


Classified 
fumiticn, 230" West” sou st. Rew 





Hazpware Acer is published each Thursday. 


Forms close Nine Days previous to date ef 
publicétion. 





a oe ae 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








MANUFACTURER WANTS LINES 


Manufacturer and distributer of responsibility with good facilities wants 
to augment line with products preferably adapted to the hardware teade. 
Can wer sole distribution, and manufacturing if desired. Will ston- 

patents or manufacture on royalty basis, or pw of 
any going plant. Ali communications strictly confidential. Write Mr. C., 
care of M. Weingarten Advertising Agency, 45 West 34th St., New York. 














FOR SALE—Retail paint, wall paper, sporting goods, gift shop, gem 
shop, locksmith ‘shop, auto glass aan, window glass business. Invoice 
about $10,000; the only store of its kind in town of 7000 inhabitants. 
Best town in Arkansas. Fine opening for two young men. Reason for 
selling, to dissolve partnership and old age. Address Box I-711, care of 
Harpware AGE, New York. 


LOCKSMITH—GUNSMITH—SAFE REPAIR MEN—Our 1930 Direc- 
tory of Manufacturers and Dealers will be ready for mailing April Ist. 
Send one dollar for your copy now, manufacturers and dealers send your 
name and address for free listing. LOCKSMITH DIRECTORY, 30 North 
3rd Street, Richmond, Va. 








_ WILL_SELL thriving hardware business in heart of best irrigated sec- 
tion in Colorado. Fine, clean stock; inventory about 6,090; fixtures, etc. 
74.500; sales $19,000 to $20,000. Beautiful town of 1500; short distance 
rom famous National Parks. Address Box I-670, care of Harpware AGE, 
New York City. 

SCREW-HOLDING SCREW DRIVER — Amazing new __ invention. 
HOLDS, removes, inserts screws instantly in inaccesible places. Factories, 
garages, electricians, radio owners buy on sight. Sells $1.50. Exclusive 
territory. Free trial order. JIFFY, 1532 Winthrop Building, Boston 








_ FOR SALE—Old established hardware, sporting goods and radio business 
in live city, northern New York. Address Box 1-709 care of HARDWARE 
Acre, New York. 








POSITIONS WANTED 








SALESMANAGER 


Thoroughly conversant national distribution problems. 
Organized and controlled staff of men selling hardware 
johbers and retailers throughout United States. Have 
traveled extensively. Plenty of initiative and personality. 
Age 35, highly indorsed, location immaterial. Replies 
treated confidential. Address Box 1-693, care of Hardware 
Age, New York City. 














_ EXPERIENCED, Seasoned traveller, Technical and practical, now sell- 
ing plumbing; hardware; auto and mill supply jobbers from Maine to 
Florida desires one more good line on commission basis. Best references. 
Give complete details and literature. Specialties, old or new articles. 
Address Box 1-696, care of HArpwAre Ace, New York City. 





YOUNG MAN wants position with retail hardware store, having new 
or inactive paint department. Thoroughly capable of managing and in- 
creasing sales. Good knowledge of general hardware, also. Small town 
in or near Missouri preferred. Available Mar. 1st. Reliable references. 
Married. Address Box 1-695, care of Harpware Acz, New York City. 





MARRIED MAN, SEVERAL YEARS’ EXPERIENCE hardware and 
mill supplies, also as manufacturers’ representative selling Eastern jobbers. 
Interested straight sales or agency proposition. East preferred, but loca- 
tion is secondary. Address Box 1-708, care of HarpwAre AGE, New York. 


HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 











OPPORTUNITY FOR A MANUFACTURER 


Successful executive, experienced in organization, sales 
and production, will consider an opening with a manufac- 
turer interested in expanding his business. Prefer ar- 
rangement based on nominal salary and share in increased 


earnings. Address Box | 627, care of HARDWARE AGE. 

















HELP WANTED 





SALESMAN, HARDWARE HOUSEWARES, LOCKSMITHING, six 
o'clock manhattan store. Opportunity for right man. Particulars. Salary, 
Address Box I-712, care of HArpwArE AGE, New York. 


SALES ACCOUNTS WANTED 


MANUFACTURERS REPRESENTATIVE—Located in New York 
City for the past 10 years wishes additional staple lines for Hardware 
bee Mill Supply Trade. Have excellent connections with Resident Pur- 
chasing Companies. Hardware Dealers and Large Consumers. Address 
Box I-700, care of Harpware Ace, New York City. 











SALESMAN with 15 years’ selling experience in hardware and kindred 
lines, desires good lines on commission basis for South Bend, Indiana, 
and territory 120 miles radius. Would also consider exclusive line on 
salary and commission. Best references. Address Hardware Sales, 513 
N. 14th St., Niles, Michigan. 





I COVER New Jersey, North of Trenton; Eastern Pennsylvania and 
Southern New York State, selling Hardware and Housefurnishing trades. 
Want worth-while additional line. No advances sought, some established 
trade desirable. Address Box 1-683, care of Harpware AcE, New York 


City. 


SALES ACCOUNTS WANTED by well established organization lines 
to sell Hardware and Mill Supply jobbers in States of Louisiana, Texas, 
Mississippi, Arkansas and Alabama. Salary or commission basis. Refer- 
= exchan Address Box I-673, care of Harpware Ace, New York 

ity. 


SALES REPRESENTATIVES WANTED 


WANTED—Salesmen calling on hardware stores, housefurnishing trade, 
department stores and jobbers to handle as side line our braided novelty 
rugs; large commission. Wilkens Mfg. Corp., White Plains, New York. 
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Classified Opportunities 








SALES REPRESENTATIVES WANTED 





JOBBER REQUIRES SALESMAN to cover Rockland, Orange and 
Sullivan Counties, New York. 
ware store experience, residing in the territory. 
Sales Manager, Igoe Brothers, 61 Metropolitan Ave., 


Preference given to man with retail — 
Apply by a only to 
rooklyn, 





WANTED by manufacturer of complete line of builders’ hardware and 
other specialties, 
Quebec and maritime provinces, to sell on a commission basis. 
application to Box I-701, 


Canada _ including Ontario, 


a representative for Eastern 
Address 


care of Harpware AGE, New York. 





ROPE SALESMEN WANTED—100 per cent pure Manila rope 17c. Ib. 
basis. ITE 

COMP 
East A smal £ 


= rg side line, five per cent commission. FIBRE 
a. outh Street, New York City (Foot of Wall St., and 





ow a Aluminum Stove Pipe beautifies a gas stove, and lasts a 
ife-time 
Mfg. Co., Pear Ave., 


McCarthy 





Every stove dealer a Territories open. 


Cleveland, 


rospect. 
hio. 





SALES REPRESENTATIV ES WANTED 


WANTED: Well tenia ania: salesman, 
ing the hardware trade. Our line is not hardware, 
be given man who has sold general line of hardware 
objection to being constantly on territory. Only sincere, hard workers 
need apply. We have a fascinating proposition for the right. man in 
territory open in the middle west. Address Box I- 704, care of HARDWARE 
Ace, New York City. 





accustomed to visit. 
but preference will 
and who has no 





WANTED commission men acquainted with the hardware department 
store trade to sell our line of hardware, house furnishing goods and. cut- 
lery on a commission basis in the following States: Tennessee, Kentucky; 
Virginia, North and South Carolina, Georgia, Florida, and Minnesota. 
Address Box 1-690, care of HArpwareE Ace, New York City. 








TURER OF GENERAL LINE of nationally adiecitaad 
highgrade cutlery requires salesman for established trade in New York, 
Pennsylvania, Maryland and Delaware. State age, religion, experience 
and salary expected. Address JOHN RUSSELL CUTLE RY COMPANY, 


151 Chambers Street, New York City, N. Y. 


MANU FAC 








WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 


or a position, or to secure sales representatives 


look over the offerings in the Opportunity Exchange section of 
If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Hardware Age. 


Rates on Request. 


HARDWARE AGE p.opportunity 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


or a sales account 


239 W. 39th Street, New York 

















Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


tunities. 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


‘‘Classified Opportunities Section” 
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INDEX TO ADVERTISERS 








to insert. 


THE ADVERTISERS INDEX is published as + some and not as a part of the advertising contract. very care will be taken to index correctly. 


o allowance will be 


made for errors or failure 





A 


Addison-Leslie Co. 
Allen, L. B., Co., Inc 
Alliance Mfg. Co..........++00. 
Allith-Prouty Co. .......seesee. 104 
Almo Trading & Imp. Co....... — 
Chai Co..ic0 00000000 24 
Fork & Hoe Co....... 
Gas Machine Co...... 
National Co. 
Nut & Bolt Fastener 


American 
American 
American 
American National Co. ......... 
American 

Co. 
American 
American 


Ring Co. 
Saw & Mfg. Co....... 102 
American Screw Co. .....-2e++% — 
American Sheet & Tin Plate Co. 91 
Stainless Steel Co..... 15 
American Steel & Wire Co...... 16 
American Swiss File & Tool Co. — 


American 


American Telephone & Telegraph 
a Sto Leah a waeee knee ce — 
American Weekly .........+00% == 
Ames Shovel & Tool Co........ 3 
Anti-Borax Compound Co....... 104 
Apex Mfg. Co.....-e..seseeeee -- 
Ascade Mig. Goi. < oo:00000000%00 99 
Armstrong Bros. Tool Co..... . 104 
Armstrong Electric & Mfg. Corp. — 
Armstrong Mfg. Co....... beshee _— 
Associated Factory Distributors. — 
Atking & Co., EB. Crcscccccess - 48 
Atlas Ansonia Co. ............- oa 
ities Dilek CBs 00s ss os 0s 0%es 26 
DEE TOMO: cic sxcaecses ve — 


Babcock Co., The W. W.....-.. 
Bakelite Corp. 
Baker, Geo., & Son..... 
Barney & Berry, Inc..........- 
Bartlett Mfg. Co..... 
Barton Corporation ... 
Bassick Co. .ccccccoscccce 
BS TO Gino cic cass caccccses 
Beckley Ralston Co............+ 
Bemis & Call Co............ ba 
Bernz Co., Inc., Olt0......c000 
Bethlehem Steel Co.......+0000+ — 
Birtman Electric Co....... ‘oa 
Bissell Carpet Sweeper Co...... 
Blair Mfg. Co.. 
Blaisdell Pencil Co............. 
Bommer Spring Hinge........ ; 
Batley Ge, DBD. Wiicsccccssin» 
Boston Varnish Co. ., 


Boston Woven Hose & Rubber 
Co. 


eeees 


Bipch Site M60;, AaB asst sn nes 
Mfg. 
Brecher, August 


Bridgeport Chain & Mfg. Co.... 


Brainerd 


Bridgeport Hardware Mfg. Co. 
Bridgeport Screw Co........... 
Brown & Sharpe Mfg. Co....... 
Brush-Nu Co. 
Buffalo Wire Works Co., Inc... 
Burnley Battery & Mfg. Co..... 


Carborundum Co. 
Cranmie Bite, TOO. sacs. ésesavees 
Chain Products Co. 
Champion De Arment Tool Co... 


ee TO TRON. Tse cccws cues. ss 
Chicago Roller Skate Co........ 
Chicago Spring Hinge Co....... 
ie OS 6 re 
Clack Bros, Bolt Co......:54.62 
EE RS a er 
Clay Equipment Corp........... 
oe ee ee er 
Cleveland Quarries Co.......... 


Cleveland Wire Spring Co...... 


Coleman Lamp & Stove Co...... 
Columbian Rope Co. ........... 
TE re eer 
Congoleum Nairn, Inc.......... 
Consolidated Electric Lamp Co.. 
Continental Screen Co.......... 
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THE ADVERTISERS INDEX 1s published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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An Arch Punch 
That Stays KEEN 


Y OUR customers’ “Green Line” 
Arch Punches will keep you 
in good standing. Not afraid of 
the hardest punching, they keep 
their keen cutting edge. Made 
from one piece of the toughest 
steel known— 


KILBORN STEEL 


These punches are made 
in all sizes from 1%” to 3” 
diameter. Finished in at- 
tractive green. 

We also make of un- 
equalled special steels the 
best obtainable Saddler’s 
Punches and Metal 
Punches. 


The “Green Line” 


includes Punches, Box 
Hooks, Drills, Cold Chis- 
els, Screw Drivers and 
many other quality tools. 

Send for Complete Cata- 
log and Prices. 


THE KILBORN & BISHOP CO. 


196 Chapel Street, New Haven, Conn. 


Manufacturers of 


“GREEN LINE” TOOLS 


Reg. U. 8S. Pat. Office 
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Seldom, if ever, 
will advertising -. 
claims or sales ~~“ 

talks sell a poor <n re ANG 
product to the FRICTION 
same customer a_ fff TAPE 
second time. 
Customers return 
again and, again 
for more “SLIP- 
KNOT” Friction 
Tape, simply be- 
cause of its ad- 
hesive quality 
and the fact that 
this particular 
brand does not |i 
dry out and be- (i 
come useless. he 
Put up in handy 
1, 2, 4 and 8 oz. 
rolls in attractive 
Orange and Blue packages. Counter Display Carton 
for one and two oz. rolls. 


SOLD THROUGH JOBBERS 


> 


TL A 





Also manufacturers of Rubber Heels and Composition Taps 


Plymouth Rubber Bands 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 











DOMES of 
SILENCE 














Retail REFILLS: 
D 19 Assort- 
at ment: Packed 
i ¥% gross sets: 
10¢ ro: 
and %". $9 
for per gross 
sets. 
Set 
of 
4 





D-19 Assortment 


EASY TO SELL 


Domes of Silence are easy to sell when dis- 
played on your counter. Anyone can put 
them on furniture. They slide smoothly 
and silently, save floors and rugs, and give 
everlasting service. 


If your Jobber cannot supply you—write us direct. 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, ete. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 











The Wright 
Rooster Trade 
Mark stands for 
the highes 
standard in 
poultry netting 
—Superior 


Brand. 


The Netting with 
the Rooster Label. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 
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{) [ Chainstore | 












will sell miles of Chain 
for You...... 









fERE’S an 


aggressive 










chain salesman that’s a 


true volume producer. 







The Hodell Chainstore is com- 
pact. It occupies only 24% square 
feet of floor space and yet stocks a 
complete line of chain. It is attractively 
finished and engages the immediate 
attention of your customers when they 















enter your store. 










You can double and triple your chain sales with 
a Hodell Chainstore and stock and display your chain 
stock more conveniently, too. Furnished with four 

different asssortments of Hodell Quality Chain to suit your 
own particular requirements. Mail the coupon at once. 


TS SHAR) PRODVUETS CY 


COOPER AVE. AND PENNA. R. R. . CLEVELAND, OHIO 
Established 1886 

















THE CHAIN PRODUCTS CO. 














Cooper Ave. and Penna. R. R. Name __ Ce : ee 
Cleveland, Ohio 
A sales booster like the Hodell 2: | Pe Sc 







Chainstore interests me. Send 
me complete information. City. 

















HARDWARE AGE for FEBRUARY 13, 1930 










Have They Got 
STARS On the End? 


Mechanics and metal workers today buy 
the hack saw blades that have served 
them year in and year out for over half 
a century and that blade has a “STAR” 


on the end. 


Hardware Dealers are often sold on the 
idea of handling inferior blades, but the 
most successtul dealers sell “STAR 
HACK SAW BLADES” and have sat- 
isfied customers and continuous growth 
in a profitable business. 


CLEMSON BROS, Inc. | 


MIDDLETOWN, N. Y. 




















